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ough Proofs Tomorrow's Needs 


The Red Cross will undoubtedly 
continue to be regarded as a symbol 
of mercy by everybody except the 
manufacturers who for many years 
have been using the mark on their 
labels. 


Held Today's Most 
Urgent Copy Theme 


Show Consumers How 
to Prepare for Future 
Comforts, Says Carr 


New York, June 4.—Warning 
that present price control, tax, and 
war savings programs are inadc- 
quate to prevent runaway inflation, 
P .. |Charles C. Carr, director of adver- 

The slogan of that big new retail- | tising and public relations for the 
ers’ campaign, “Carry a Stamp} ajyminum Company of America, 


Book or Carry ° +> el — be | today proposed that industry direct 
accompanied by another equally to| it, entire advertising effort to sell- 


the point, “Drop a Bomb or Pick ing workers on saving now to enjoy 


Up a Bond.” the things they will want and need 
after the war. 


7, @ F 


If the Red Cross succeeds in get- 
ting Congress to outlaw use of the 
symbol in commercial brands, the 
owners of the latter won’t be quite 
sure whether they’ve received a 
right cross or a blue cross. 


. 2 ¥ 


i 


If gasoline rationing prevents | Mr. Carr, who is chairman of the 
vacationists from traveling as far|public relations committee of the 
as usual, one of those who won’t| Association of National Advertisers, 
mind is that big fighting bass you| spoke before the seventh annual 


LOCALIZED TESTS 


Treasury Statement Seen as 
Reassurance for Advertisers 


| BBB and Educators 


Erie Mother finds way 
to Smoother Hands 


mas c @ canoer 
to ~~ 


Morgenthau Stand on 
Expenditures Called 
‘Fair and Reasonable’ 


New York, June 4.—Advertising 
men expressed general satisfaction 


Set Un Consumer 
° 4 i; raek ri accwr: > we 
Education Project s'srsci.ccte gegen even 


Jr., that the Treasury Department 
| Will Study Consumer intends to adhere to its policy of 
| 


regarding as permissible deductions 
Courses and Evaluate for tax purposes advertising expen- 
Commercial Material 


ditures which “bear a_ reasonable 
relationship to the business activi- 
ties in which the enterprise is 
__ New York, June 4.—The National | engaged,” and that there is no in- 
Better Business Bureau this week) tention of excluding “institutional 
announced organization of a new | advertising in reasonable amounts 
program designed to help in solving} or goodwill advertising calculated 
one of “the urgent problems of the to jnfluence the buying habits of 
country—the need for sound con-|the public.” 

sumer education in the | While 


SAY E HANDS © SPEED O1snES 


New Velvet-suds IVORY SOAP 


Typical localized test copy now running 
in a dozen cities for Procter & Gamble's 


Ivory, through Compton Advertising, approval of this pro- 


just missed getting last summer. 
oe 


Now they’re reviving the story of 
the Scotch golfer who asked his 
caddy if he was good at finding 
‘palls, and on receiving an affirma- 
tive reply, said, “All right, then, 
find one and we'll start.” 


. © F 


The outdoor publications may be 
having trouble with some of their 
classifications right now, but one 
which should be holding up fine 
consists of what the fisherman kills 
time with when fish aren’t biting. 


, F 


Admiring friends of the F. W. 
Fitch Company, noting that it is 
suing your Uncle Sam for $69,919 
for excess excise tax payments, 
agree that it’s nice work if you can 
get it. 

a oe 


Success in promoting canned 
shrimp sales has put the industry 


back on a paying basis. The only|that every dollar invested today in| 10 ffica 
possible objector is little Johnny | savings in the form of war bonds | advertising as an essential instru- 
Shrimp, who insists it's a shell| and stamps means one less dollar, ™ent of business, Justice Philip J. | search, 


game. 
. -. ¥ 


After being on the air for twelve 
years, “First Nighter’s” current 
vacation will permit him to indulge 
occasionally in a midsummer 
night's dream. 


7, ww + 


Everybody seems to be using pic- 
tures of trees in his layouts except 
the fellow who should have some 
sort of priority rating on illustra- 
tons of that kind, the dog food 
advertiser. 

. oe ¢ 


“Keep Your Husband Happy,” 
Suggests Ballantine’s ale, display- 


| conference of the National Federa- 
ition of Sales 
|Hotel Roosevelt. 

Suggesting “Buy Tomorrow To- 
|day” as a basic copy theme, Mr. 
|Carr proposed that sales and adver- 
_tising men should take immediate 
|recognition of the public’s interest 
in the future by showing them pic- 
tures of products or things they 
will want and need after the war, 
and in the same advertisement, 
show then how they can pay for 
them. 


Talk of the Future 


| “Put patriotism into copy by all 
means and put in 
thing about your present war effort 
that makes it impossible for you 
to give them the things they now 
want and cannot have,” he 
gested. “But above all, as your 
major theme, paint a picture of 
what they can enjoy in a _ better 
and fuller life, along with jobs, if 
they will save now the wherewithal 
with which to buy and thus pre- 
|serve their jobs after the war.” 

| Mr. Carr forcefully pointed out 


\of pent-up spending power that 
|might go into an illegal black mar- 
ket, and that every dollar so in- 
|vested in the future would create 
purchasing power to answer the 
all-important question, “What are 
they going to use for money?” 
The Alcoa executive analyzed the 
conflicting arguments of economists 
who 
either wreck or save the country. 


|proposals for taxation, 
|saving, and war bond promotion 
| would siphon off only eight and 
one-half billion dollars, he said that 
at least 30 billion dollars of 
dammed-up purchasing power 
| would still remain in the pockets 


Executives at the) 


a little some-| 


sug- | 


Insisting that the most optimistic | 
enforced | 


The program, developed in coopera- 
oh éamaiiehs Tne ta: Ta Geshe | tion with the National Association 
aa ae This cap complied 40 | of Secondary-School Principals, is 

. Mey | designed to work out better courses 


}in consumer education for second- 

( stag Comment Minune oy than 
ourt Upholds = . : 

+ + 

Validity of Dress. 

s fs 

Advertising Fund 


|it can be made more valuable for 
| school use. 

$500,000 Kitty Will 

Be Tapped When 


The program will be handled 
_ Campaign Resumes 


New York. Headlines, copy and art are 


from the offices of the National As- 
sociation of Secondary-School Prin- 
cipals in Washington, and will be 
directed by Dr. Thomas H. Briggs, 
professor of education at Teachers 
| College, Columbia University. He 
| will be assisted by a council of six 
| representing the National Better 
| Business Bureau, and by an admin- 
| istrative committee of five, ap- 
pointed by the principals. 


New York, June 4.— Plans for CouneS Mumiters Nome 


spending the unused half of the| 
New York Dress Institute’s $1,000,- representing the NBBB have been 
000 campaign fund were being for- appointed, with the additional nom- 
mulated here today, following a/inee to be selected later. Those 
New York State supreme court de-| whose names have been released 
cision which upheld the validity of | are Graham H. Anthony, president, 
| the meer | bargaining which the | Veedor-Root, Inc., Hartford, Conn.; 
promotionaM activity depends on. George Gallup, vice-president, 
Acknowledging the efficacy of | Young & Rubicam, Inc.; Robert F. 
Elder, director of marketing re- 
Lever Brothers Company, 
(Continued on Page 29) 


(Continued on Page 30) 


| Last Minute News Flashes 


Iron Salvage Drives Ready; McCann-Erickson Agency 
| New York, June 5.—With more than $1,500,000 already subscribed, 
the American Iron & Steel Institute announced today that it would un- 


| derwrite the general war salvage campaign prepared for the WPB | 
hold that price control will) 


through the Advertising Council. The drive will start in July and reach 
a peak during the summer, using newspapers, magazines, radio, business 
papers and farm papers, and will be placed by McCann-Erickson. Edu- 
cational in nature, it will deal with rubber, cooking fats, tin cans and 
other salvageable material as well as iron and steel, and will be coordi- 
nated with the special $500,000 cooking fats campaign sponsored by soap, 
| glycerine and associated industries through Kenyon & Eckhardt. 


-P & G Renews Eight NBC Shows for 52 Weeks 


| New York, June 5.—Eight Procter and Gamble daytime serials on 


ing a well-stocked refrigerator, but|°f the workers in the lower and| NBC networks have been renewed for 52 weeks, effective June 29. They 


Gladys the beautiful receptionist 
Says her friends tell her it isn’t that 
@asy. 

- FF ¥ 


Everett Smith notes that the Con- 
Unuing Consumption Index shows 
larger food containers collected 
from lower income groups than the 
top brackets. Maybe the size varies 
directly with the birth rate. 

= | 

Discussing possible shortages of 
aged bottled goods, an ADVERTISING 
Ace writer asserts, “Wartime 
drinking is not normal.” And nei- 
ther is anything else. 

Copy Cus. 


|;middle income groups. 

| Endorsing the price control plans 

lof Leon Henderson and the Office 

of Price Administration, Mr. Carr 
(Continued on Page 29) 
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DIRECTORY OF FEATURES 


| Ad-libbing . 12 
| Admen in the Armed Forces 19 
| Business Digest 20 

Coming Conventions 21 
Editorials . 12 
| Getting Personal 24 
| Information for Advertisers 12 
| Listening Post 27 
| Obituaries . 27 
| Photographic Review 31 
| Rough Proofs . ; 3 
| Voice of the Advertiser 18 


| are “Vic and Sade,” for Crisco, “Right to Happiness,” for White Naptha, 
and “Against the Storm,” for Ivory, all handled by Compton Advertis- 
ing; “Lone Journey” for Dreft and “Ma Perkins” for Oxydol, through 
Blackett-Sample-Hummert; “Road of Life” for Chipso and “Pepper 
Young’s Family” for Camay, through Pedlar & Ryan; and “The Story of 
| Mary Marlin,” for Ivory Snow, through Benton & Bowles. 


} 

Dwindling Supply Hits General Foods Coffee Shows 
New York, June 5.—Dwindling coffee supplies due to shipping short- 

ages have brought shifts in General Foods Corporation’s radio schedules. 

“Duffy’s Tavern,” on CBS for Sanka, has been canceled; William L. 

Shirer, on CBS, has shifted from Sanka to Grape Nuts; and “Maxwell 

House Coffee Time,” on NBC, has become “Post Toasties Time.” 


Rubicam to Manpower Board Post 

New York, June 5.—Raymond Rubicam, chairman of the executive 
committee of Young & Rubicam, has been named director of informa- 
tion of the War Manpower Commission headed by Paul V. McNutt. He 
will assume his new duties in Washington June 8. 


schools.” | 


Five of the six council members | 


;}nouncement dominated most of the 
|discussion that follewed the Treas- 
jury chief’s appearance before a 
joint Congressional committee, 
jsome advertising executives per- 
‘ceived a negative note in the cir- 
| cumstances surrounding the state- 
;|ment. They pointed out that Mr. 
|Morgenthau was engaged in ex- 
| plaining to the legislators that the 
Treasury was plugging all possible 
tax loopholes, with seven examples 
of attempts at tax evasion enumer- 
ated Advertising was thus linked 
| with odious practices and the infer- 
ence was drawn that deductions 
‘claimed for advertising in some 
|1941 returns have been classified as 


| excessive and disallowed. 


} 


| No Advertising Examples Given 

Although he referred to several 
|;specific cases of attempted tax 
evasion, Mr. Morgenthau did not 


include any _ instance’ involving 
advertising expenditures. In most 
cases disallowed deductions con- 


cerned excessive salaries, bonuses, 
dividends and royalties. In one 
instance a corporation owner mak- 
ing airplane parts hired himself as 
sales representative and paid him- 
self a salary of $1,656,000. In 
another case the Treasury objected 
to deductions of “$16,000 paid for 
'watches given to employes, $14,000 
for banquets and picnics, and $4,000 
for photographs taken at banquets, 


and $1,900 for tickets to football 
games.” 
Typical of the reactions regis- 


tered in the agency field here was 
i\that of S. L. Meulendyke, vice- 
president, Marschalk & Pratt, who 
referred to Secretary Morgenthau’s 
statement as “reassuring to those 
advertisers who have imagined 
they saw spectres of fines and 
prison terms lurking behind every 
advertising authorization. 

“It will constitute a ‘caution’ sig- 
nal to any who may have regarded 
)a greatly expanded advertising 
|budget as an easy escape from 
|'wartime tax burdens,” he went on. 
'“It will be greeted by realists with 
‘a laconic ‘What did you expect?’ 

“To most business men—includ- 
ing some advertising men—it will 
be accepted as a common-sense 
enunciation of the obvious. 

“After all, the men who are run- 
ning the Treasury Department 
|'must know that taxes come from 
| profits, that profits come from sales, 
}and that sales, in most cases, result 
|from advertising. The men who 
/are responsible for establishing the 
| government’s tax policy are the last 
}ones to deliberately ‘kill the goose 
that lays the golden eggs.’”’ 
| H. K. McCann, president, 
|\Cann - Erickson, observed: 
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ADVERTISING AGE 


June 8, 1942 


attitude of the Treasury Depart-|lar & Ryan, summed up the situa- 
ment and Secretary Morgenthau | tion. 

toward advertising is sound and That this 
should be reassuring to persons or | characterized sentiment among 
firms engaged in advertising. In|other agency executives was indi- 
recent years all advertising men | cated by Frederic R. Gamble, man- 
who have had at heart the best | aging director, American Associa- 
interests of their own and their|ijgn of Advertising Agencies, who 
clients’ organizations have endeav-| .atjeq the Treasury position “fair 
ored to make an increasingly effi- | and reasonable.” He expressed the 
cient use of advertising funds. |. | hope that the statement would put 


“We share the Secretary’s fee t - oome o the Gite 
ings that advertising expenditures . ew vo oe . vegan 
rounds in advertising circles. 


should not be extravagant and | 
Others Satisfied 


must bear a reasonable relation to 
the business activities in which the Paul E. Willis, president, Asso- 
ciated Grocery Manufacturers of 


enterprise is engaged.” 
Pag nomen soem and ans Tk, | America, declared that Mr. Mor- 
Quinn, president of Maxon, Inc., | 8enthau’s pronouncement was “as 
who asserted that, coming at this|Te@ssuring as business could hope 
time, the policy statement “could|for at this time.” As a result, con- 
not be better or fairer.” tinued advertising has been given 
the green light, he added. 

In some quarters it was observed 

Terming Mr. Morgenthau’s view-|that Mr. Morgenthau’s statement 
point “very reasonable,” Robert|might be regarded as a crystalliza- 
Tinsman, president, Federal Adver-|tion of the smooth and pleasant 
tising Agency, called for “support| working relationship between ad- 
of his position in these trying|vertisers and the government which 
times.” has been built up through the 

“Secretary Morgenthau’s_ state-| Advertising Council. 
ment seems to me to reflect the In evaluating the Treasury’s 
viewpoint of just about any com-|viewpoint, it was also pointed out 
petent agency in planning a client’s| here that Mr. Morgenthau made it 
advertising,” was the way Arthur|clear that disallowance of exces- 
Cobb, Jr., secretary-treasurer, Ped-|sive promotional expenditures does 


attitude of approval 


Calls Views Reasonable 


not represent a new procedure. 

“The law and regulations permit 
the deduction only of ordinary and 
necessary business expenses for the 
purposes of determining profits,” the 
Secretary pointed out. 

“In applying the laws and regu- 
lations, the Bureau of Internal 
Revenue has often disallowed ex- 
penditures which seemed to lack 
sound business justification and 
which were, in effect, distribution 
of profits. Today, however, the 
problem has assumed major impor- 
tance in view of the huge increases 
in income of a great number of cor- 
porations resulting from the war 
effort.” 

The Treasury head pointed out 
that business men are entitled to 
know “not only the extent of our 
legal powers, but also the standards 
that we have established in apply- 
ing them.” 


Dr. Pepper to Tracy 


Dr. Pepper Company, Dallas, 
Tex., has returned its advertising 
account to Tracy - Locke - Dawson, 
Inc., New York and Dallas. This 
agency handled the Dr. Pepper ac- 
count from 1926 to 1940, when Ben- 
ton & Bowles, New York, took it 
over. The current campaign fea- 
tures a three-a-week recorded 
radio show which is broadcast over 
130 stations. 


THERE 1S THE OBJECTIVE 
NOW FOR THE TARGET 


ELOW the bombardier lies the objective. Somewhere 

in the maze of buildings, of lights and shadows, lies 
the target. Toscatter the bomb load far and wide in the 
hope of striking the target might be futile . . . and 
certainly wasteful. When the target is identified and the 
bombs concentrated upon it, the task is accomplished 
with least waste and best result. 


Some sales tactics never choose a target. Merchandis- 
ing efforts are scattered far and wide in the hope that 
some part may hit where it will be effective. The practice 
of viewing sales costs as a whole, rather than examining 
them by markets, is frequently responsible for an un- 
profitable operation. 


Today, selective selling is a more important principle 
than ever before because, with limited goods and cur- 
tailed distribution facilities, the seller must concentrate 
his efforts where best opportunity lies. 
2 o . 

Newspaper advertising is selective advertising. You put 
it where you want it. You can shift it quickly from market 
to market, or you can concentrate it on a few markets. 
You eliminate waste, reduce costs. 


NEW YORK . . .Woerld-Telegrom 
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U.S. Asks States 
to Get Patriotism 


Out of Liquor Ads 


But Industry Draws 
Plans for Mammoth 
War Stamp Drive 


Milwaukee, June 4.—A plea that 
the states follow the federal gov- 
ernment’s lead in divorcing patri- 
otic appeals from liquor advertise- 
ments and labels was voiced here 
yesterday before the National Con- 
ference of State Liquor Adminis- 
trators by John L. Huntington, 
assistant deputy commissioner of 
Internal Revenue, in charge of the 
basic permit division of the Alcohol 
Tax Unit. 

The Alcohol Tax Unit feels 
strongly that current interest in the 
war and in the implements of war- 
fare should not be capitalized on 
in selling industrial products, Mr. 
Huntington said, and urged that 
state liquor authorities adopt simi- 
lar and uniform standards in their 
own jurisdictions, reporting that 
few of the states have thus far 
embodied the new ATU regulation 
in their codes. 

The ATU regulation prohibits 
any reference to, or pictorial rep- 
resentation, of the American flag, 
the American armed forces, or of 
military planes, naval vessels or 
guns, on any label, or in any adver- 
tisement of alcoholic beverages 
coming under federal jurisdiction. 


Reviews ATU Activities 


Pointing out that many intrastate 
labeling and advertising activities 
cannot be controlled by the federal 
government, Mr. Huntington said 
that many states have adopted fed- 
eral standards in their entirety, and 
urged that states which have not 
yet done so take such action imme- 
diately. 

Since the federal government 


TO STAY-AT-HOMES 


| Chatessions of a 


| Perplexed VacatiGnist 


Write Lo Virginie Conservation Commission 
Room ow Capito: Street, Richmons, Virginia 
66-page Pretoria! Booniet © (> a 


for FREE 


erry Me Back to 


end contepe your own perpiened probieme 


Virginia's own mountains, seashore and 
resorts offer ideal vacations for all who 
must keep close to their home state jn 
this war year, the state conservation 
commission declares in this large-space 
newspaper ad. Featuring a personal 
letter, it offers “perplexed vacationists’ 
a free pictorial booklet. 


a series of three posters, featuring 
the cartoon characters, Popeye, 
Snuffy and Li’l Abner. 

Other promotional material wil] 
include decals bearing the inscrip- 
tion, “Take your change in stamps,” 
for the bottom of liquor glasses, 
and a score sheet which will enable 
the bartender or package salesman 
to keep tab of every stamp sold. 
Retail outlets in the liquor industry 
—about 157,000 of them—will get 
the whole program through the 
mail later this month via franked 
mail, and double trucks in business 
papers serving the field will also be 
used to generate enthusiasm. 


Robinson Murray 
Joins 4A’s Staff 

Robinson Mur- 
ray, formerly 
with McCann- 


began its work of approving labels | 
in 1936, he revealed, the Alcohol | 
Tax Unit has acted upon nearly | 
800,000 individual sets of labels, 
and about 1,200 applications a week 
continue to pour in from bottlers. 
In 1941, he _ said, the division} 
passed in advance on some 10,000 | 
advertisements submitted volun-| 
tarily by the industry, and “pre- 
vented publication of a great many 
advertisements which would not 


Erickson, Inc., 
New York, has 
been appointed 
to the headquar- 
ters staff of the 
American As- 
sociation of Ad- 
vertising Agen- 
cies, contacting 
the association's 
councils and 
chapters. 


Robinson Murray Mr. Murray 
was a director of 


have been in harmony with the|H. K. McCann Company when he 


regulations.” 

About 75,000 newspaper, maga- 
zine, radio and point-of-sale pro- 
motions are reviewed each year. 
Serious violations of federal label- 
ing standards no longer are fre- 
quént, Mr. Huntington said. The 
most frequent violations in recent 
months have been in the wine 
labeling field, where there are large 
numbers of small bottling compa- 
nies operating. 


Plan Stamp Drive 


The liquor industry’s role in the 
Sale of war stamps and bonds to 
get under way in July was ex- 
plained to the state administrators 
by W. W. Wachtel, president of 
Calvert Distillers Corporation, New 
York, who is chairman of the Alco- 
holic Beverage Trade Council 
which is in charge of the drive. 

The theme of the program, he 
said, will be “Buy Bullets for Me.” 
Promotional material will include 


cards for cash registers, 30,000,000 | 
coin cards, window streamers, and! 


| went to Europe in 1930, in charge 
|of the agency’s Paris office. Later, 
/he was in London and returned to 
| the United States when war broke 
out. 


Annual IAA Golf Party 


The annual Industrial Advertis- 
ers Association’s golf party will be 
held June 12 at Plandome Golf 
Club, Plandome, Long Island. The 
party will include tennis, card 
games and boating for non-golf 
players. Jack Redmond, trick-shot 
golf artist, will give a performance 
prior to the evening banquet. 


Carter Opens Studio 


Joseph Carter, formerly with Let- 
tering, Inc., Chicago, has opened his 
own commercial art studio at 6 N 
Michigan avenue, Chicago. 


Lanworth Names Agency 


Jasper, Lynch & Fishel, New 
York, has been appointed advertis- 
ing agency for Kaldak, a dietary 
supplement, by the Lanworth Com- 
pany, Lansing, Mich. 


“Ask your 
Agency 

to ask the 
COLONEL?’ §£ 


c 
_ FREE 


7 Exclusive 


Si 560 KC e 
’ 5000 watts day, CP 5000 watts night 


———, 


WIS 


NBC RED 


OLUMBIA, N. C. 
& PETERS, INC. 


National Representatives 
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June 8, 1942 ADVERTISING AGE 


Frankly— we can’t give you 


Bachelor Girls 2-Rooms & Kitchenetters Chronic Diner-outers Trailer Dwellers 


.. + for they simply have no interest in The AMERICAN HOME 


But we can Deliver... 


the Joe Wrights’ 


Mr. & Mrs.... Buddy & Sts 


—e 


QD se re ee DO rete ft 


% If you haven't met 
the Joe Wrights, we'll 


send you their story. 


Can You Use Over 
2Y3 Million 
Wright Families? 


ALL MAGAZINES SELECT AUDIENCES 
OURS isa FAMILY Audience. It creates a planning and buying 


mood for your benefit every time the magazine is picked up. 
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Plan for ‘A. V.’, 
Ericsson Advises 
Plant Managers 


New York, June 4.—With its en- 
tire production capacity of pre- 
cision instruments geared to the 


war effort, Ericsson Screw Machine | 


Products Company this week re- 
leased a campaign directed to man- 
agement executives and plant tech- 
nicilans urging consideration now 
for the readjustments that must in- 
evitably follow the end of hostili- 
ties. 

The long-range promotion effort, 


directed by Swertfager & Hixon, re- | 


cently appointed agency for the ac- 
count, is divided into two parts: 
one schedule consisting of monthly 
insertions in Business Week, Mod- 
ern Industry and U. S. News; and 
the other including American Ma- 
chinist, Iron Age, Product Engi- 
neering and several other publica- 
tions to be added during the next 
few months. 

Featuring the management por- 
tion of the campaign is the theme, 
“Plan for 194? A. V.” The abbrevia- 


tion denotes “After Victory.” Typ- 
ical copy reads: “By planning 
ahead for post-war times, while 


tion drive to assure a decisive vic- 
tory, we can do much to provide 
‘for the future economic welfare of 
the men on the firing line and on 
the production line. We consider 
this American industry’s prime ob- 
ligation to Democracy. We will be 
‘happy to discuss 
phase of this effort at any time.” 
Uses Cartoon Series 


Copy prepared for plant men uses 
ja series of cartoons built around 
| J. R. Williams’ popular strip, “Out 
| Our Way.” i 
the keynote of the copy. All lay- 
{outs include reproductions of typ- 


ical Ericsson precision parts, with | 


a caption reading, “These are a few 
|of the many thousands of our pre- 
|cision-made parts that help ‘Keep 
‘em Flying.’ ” 


HOWELL LAYS PLANS 
FOR POST WAR SELLING 
Detroit, June 4.—Howell Electric 
Motors Company of Howell, Mich., 
has placed its advertising account 
with Brooke, Smith, French & Dor- 
rance, Inc., Detroit and New York 
agency, according to A. C. Flood, 
Howell’s president. 
The company currently is engaged 
100 per cent in war work, with the 
largest output in its history, and 


the post-war) 


strengthen 
and 
war. 


in general 
after the 


its position 
industrial markets 


Objectives of the advertising pro- | 
gram will be to build wider accept- | 
ance of the Howell idea of precision | 


manufacture, and to increase the 
company’s volume of electric motor 
business in heavy industry fields. 
|A broad list of general, business- 
executive and vocational publica- 
tions will be used in the program, 
'which will be launched this sum- 
| mer. 


Post-war planning is| 


Sommerville Appointed 

| R. L. Sommerville has_ been 
appointed manager of the automo- 
| tive sales division of Electric Stor- 
| age Battery Company, Philadelphia, 
in charge of automotive and air- 
craft activities. The two depart- 
ments of the division are supervised 
by T. G. Tynan, who has charge of 
replacement sales, and R. S. Gray, 
who handles manufacturers’ sales. 


Grant Keeps Food Account 


Appointment of J. M. Korn & 
Co. as agency for A. Taxon & Sons, 
Philadelphia distributor for Little 
America Finer Frosted Foods Com- 
pany, Pittsburgh, does not affect 
the account of the parent company, 
which continues to be handled by 


maintaining today’s all-out produc-|long-range plans are being laid to| J. Grant Company, Pittsburgh. 


service problems. 


Thoroughly covering both the 
retail and wholesale hardware 
trade of the South, reaching 
more than twice as many retail 
outlets in this section as any 
so-called national hardware pub- 
lication— 


SOUTHERN 
HARDWARE 


‘W. R. C. SMITH PUBLI 


GRANT BUILDING 


..» to Reach Your Southern Market! 


The South is America’s fastest growing market. Regardless of war-time shortages, * 
“freezing orders, and temporary inability to meet demands for merchandise, it repre- 
sents a post-war outlet for your products that should be more carefully cultivated and 
more diligently contacted tham ever. 


For this task, the most direct and economical method is the regular use of business ae fs 
papec advertising—advertising in media which are “made to order’ for Southern coverage. 
Southern readership, and helpful, intelligent discussion of Southern merchandising and 


Ask for detailed information on this trio of Southern business paper “salesmen — 
the publications unsurpassed in their fields for “All-Southern” selling efficiency. 


19,091 net paid subscribers, in- 
cluding practically every south- 
ern automotive jobber and dis- 
tributor of record, and the large 
majority of the important deal- 
ers, fleet owners, army trans- 
ports, independent garages and 
super service stations from 
Delaware to Texas— 


SOUTHERN 
AUTOMOTIVE 
JOURNAL 


ATLANTA, 


The ONE publication giving 
adequate coverage of the elec- 
trical contractors, industrial 
electrical engineers, dealers, 
wholesalers and utilities in both 
the rural and urban areas of 
the southern and southwestern 
states. “The South's Own and 
Caly Electrical Business Journal’ 


ELECTRICAL 
SOUTH 


CATIONS 


GEORGIA 


ERICSSON TALKS POST-WAR LANGUAGE 


OUT OUR WAY BY J. R. WILLIAMS 


| WONDER WHAT TWE 
BULL O THE WOODS 
LOOKS SO SOUR ABOUT - 


THEM NEW MACHINE 
TOOLS HE WAS BEEFIN 
ABOUT FINALLY CAME 
IN AND THE WHOLE 
PLACE 1S RUNNIN’ 
LiKE CLOCKWORK 


ABOUT IT FIRST! 


2S LAFAYETTE STREET SROOKiVN a YF 


a0 


3 en nnn a ee ee ee 


ERICSSON 


SCREW MACHINE PRODUCTS CO,INC 


28 LAPATETTE STREET, ChOGHitS 


YEH, BUT THE FRONT OFFIKE 
JUST WISHED A NEW HEADACHE 
On HIM - ITS THIS POST-waR 
PLANNING BUSINESS THAT'S 
GOT HIM BUFFALOED HOW - 
OR MAYBE HE'S SORE CAUSE 

THEY DION T CONSULT HIM 


ERICSSON 


SCREW MACHINE PRODUCTS CO.INC. 


Ericsson Screw Machine Products Co. 

launches two new campaigns to make a 

direct appeal for the inauguration of 

post-war planning, and incidentally to 

suggest that the company may be of 

some help in assisting with the produc- 
tion of post-war products. 


——— 


— 
We Sympathize with 
the ‘Old Bull’... 


LL. of us have our hands full today. Our 


LDA every Cacility, our fullest efforts, are fo 
cused on one goal —victory! That is our firs: 
job —our big ob. However, ae we drive ahead 


in this all-out wat production effort, we be 
heve it wise to keep an eye on the future..to 
plan now wherever possible for the problems 
of post-war production. If you agree with 
this thinking, we will be happy to talk over 
this vital subsect with you...and together sei 
our sights for the day when peace will be won 


oot 


parte thet help “Keep em Ay ene” eer eeemeo le 


(Below) These are «few of the many 


thousends of our precison - made 


Freeh 


FRICSSO 


SCREW MACHINE PRODUCTS CO. INC 
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Philco Distributors 


Chicago, June 4.—About 
dealers who formerly handled 
Philco radios will have an oppor- 
tunity to handle Nu-Enamel paints 
in a wartime replacement move 
negotiated by Nu-Enamel Corpora- 
tion and individual Philco distrib- 
utors. The dealers will handle the 
paints in territories not now serv- 
iced by Nu-Enamel dealers, al- 
though some Nu-Enamel dealers 
have been turned over to the 
Philco distributors to be serviced. 

The new arrangement. differs 
from programs formerly reported 
in ADVERTISING AGE in which the 
war-blasted company negotiated 
new products for its dealers to sell. 
| A spokesman for Philco Radio and 
Television Corporation reported 
that, while Philco is interested in 
seeing that its dealers have some- 


thing to sell, the radio manufac- 
jturer is not sponsoring the new 
| tie-up. 


| 
No National Promotion 
| 
| 


The new arrangement, according 
|to E. J. Omel, advertising manager 
for Nu-Enamel, will bring 10 dis- 
| tributors to the paint company who 
formerly handled Philco products. 


|The company has about 20 distribu- | 


Nu-Enamel Offers ‘Wilkin to West Coast 
Paint Line to 


| 


| 


1,000 | for the company. 


tors who formerly handled radios | 


among its 120 distributors, and the 


"a Philco dealers will be added | 


to the 5,000 Nu-Enamel outlets. 
|Mr. Omel said that the company 
would follow its former policy of 
|doing no national advertising, and 
| would depend on newspaper coop- 
erative promotion. 


Robert C. Wilkin, formerly sales 
manager of building wires for the 
Habirshaw Cable and Wire Division 
of Phelps Dodge Copper Products 
Corporation, New York, has been 
appointed Pacific Coast manager 


NEW HAVEN 
is FAst! 


Eli Whitney and his co-worker 
Simeon North of New Haven were 
the first inventors to give the world 
interchangeable parts made 0 
machines, By their methods manu- 
facturing was changed from’ hand- 
made products to great production 
by machinery — and worn out pars 
could be replaced. 


Che New Haven Begistet 


———_ 
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. . on sales results during the summer |tablets during the summer call for/|ties as one of their chief recom- Country Distillers Products, Inc., 
Vitamin 0 ucts months. chief emphasis on spot announce-| mendations. B-complex tablets, on | Deatsville, Ky., maker of T. W. 
ments during Miles’ radio shows,|the other hand, are body-building Samuels and Old Jordan straight 
. Heavily Merchandised |“National Barn Dance,” “Quiz!and nerve-restoring, and conse-|bourbons, as well as other brands. 
f R ' S Vitamins Plus contains five oil-|Kids,” “Lum and Abner,” and | quently feel the seasonal drop less, | Promotion will include a stepped- 
e igges ummer soluble and water-soluble vitamins |““NBC’s News of the World.” A up national newspaper campaign. 


Push in History 


Advertisers Aim at 


Year-Around Sales 
for Health Tablets 


New York, June 3.—Vitamin 
concentrates, once sold solely as 
winter cold preventives, will re- 
ceive their most intensive nation- 
wide promotion in history this sum- 
me 

Recognizing that the need for 
“B-Complex” and other’ water- 
soluble vitamins is greatest in the 
summer months, Lever’ Brothers 
Company, maker of Vimms, Vick 
Chemical Company, maker of Vita- 
mins Plus, and Miles Laboratories, 
producer of the One-A-Day vita- 
min tablets, are all stepping up 
their advertising and merchandis- 
ing programs on a year-round basis. 

Lever Brothers this week an- 
nounced a new summer advertising 
campaign “on the largest scale ever | 
used for a vitamin product” to| 
coincide with nationwide distribu- | 
tion of the new vitamin-mineral 
tablet, Vimms. Beginning late in| 
June color and_ black-and-white 
insertions will appear in The 
American Weekly, Good House-| 


keeping, Life, Parents’ Magazine, 
The Saturday Evening Post, This | 
Week Magazine and Time. In 


addition, large color space will be| 
used in the Sunday sections of the 
Chicago Tribune, New York Daily 
News and Philadelphia Inquirer, as 
well as chain break and one-minute 
announcements on 97 radio stations. 


Follows Tests 


Nationwide distribution of Vimms 
followed introductory testing in 
Providence and Cleveland, and re- 
gional expansion into the New Eng- 


land and Greater New York mar- 
kets. Newspapers, spot radio and 
panel posters were used in these 
tests. (ADVERTISING AGE, Feb. 9, 
March 16.) 
Vimms copy appeals will be} 


developed around the test themes, | 
“vitamin starvation” and “it’s great. 
to feel fit.” Reason-why copy will 
explain the need for vitamins in 
the summer as well as_ winter | 
months. Price will be prominently | 
featured, and copy and art will 
graphically stress the fact that the | 
product contains in one tablet high | 
potencies of six essential vitamins | 
and three minerals. Batten, Bar- 
ton, Durstine & Osborn is the | 
agency. 

Vick Chemical Company launched 
on April 6 for Vitamins Plus a six 
months’ test of the “Dr. I. Q.” radio 
program originally sponsored by 


Mars, Inc. Continuance of the 
series beyond its original con- 
tract period will rest largely 


in separate capsules. Beginning in 
Philadelphia in April, the entire 
“Dr. I. Q.” program cast has trav- 
eled from city to city, with exten- 
sive merchandising and _ dealer- 
goodwill activities being conducted 
in each market. Copy during the 
summer months will point out the 
necessity for taking the water- 
soluble vitamins throughout the 
summer as their consumption is 


new window display has also been 
prepared. 

In drug trade paper advertising, 
the company pointed to summer 
sales records of B-complex vita- 


mins, asserting that last year sales | 
advanced | 


of B-complex _ tablets 
during summer months rather than 
slumping. 

The explanation of this 
phenomenon, and for the promotion 


sales | 


Wade Advertising Agency, Chicago, 


directs the Miles account. 


‘Sherman & Marquette Get 


Liquor, Vitamin Accounts 


Sherman & Marquette, Chicago, 
which has been handling the com- 
mercial feed line of Quaker Oats| 
Company for several years, has been | 
appointed to handle initial test ad- 


vertising in local markets of Vita-| 


Sterling Products, Inc., has placed 
advertising of Blackstone aspirin 
and Syrup of Figs, renamed Califig, 


with Sherman & Marquette, and 
tests on the latter product are 
planned for the immediate future. 


Named Production Head 
Sam Coslow, executive producer 

of R. C. M. Productions, Hollywood, 

has been placed in charge of all 


increased by greater activity and | being accorded vitamins during the 2 a ae page ya phe oye fms, en for —— gi 
. . es . . < y = Ss sé ~ « é ¥ ré Price = 
perspiration. Grant Advertising, summer, probably lies in the fact daily ae oe ee ; ing Corporation of America, Chi- 
New York, handles the account that A and D vitamins, whose sales |G2% ‘ation of five vitamins and| cago, distributor of musical movies 
Res ae : . saelye™ : “‘ se saieS | three minerals. called “Soundies” which are shown 
Plans for promotion of Miles have always fallen off in the sum-| The agency has also beeen ap-|in coin-operated motion picture 
Laboratories’ One-A-Day vitamin'mer, have cold-combating proper-: pointed to handle advertising of| machines. 
" * 


THE POWER OF PRESSTIGE 


HELPS SELL 8,114,000 WAR STAMPS 


1. HENRY MORGENTHAU, 


recently called on the Nation’s Newspapers (and their Carriers) to 


JR., Secretary of the Treasury, 


assist in the sale of War Savings Stamps and Bonds. 


A 


mm 


SCRIPPS-HOWARD 


3. IN 18 WEEKS’ TIME, more than 8,000,000 War Savings 
Stamps were sold by Tue CLEVELAND Press Carriers, alone. This 
is a much higher average per carrier than attained by any other 
group in a comparable period of time. 


MII 


| 
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NEWSPAPER 


MMT 


hilt 


SCRIPPS ~ HOWARD 


IN 18 WEEKS 


2. MORE THAN 850 NEWSPAPERS responded, including 
THe CLEVELAND Press. Meetings were held; the selling program 


explained. Then, into millions of homes went these young salesmen, 


now working for Uncle Sam. 


well informed about 


The Press is today one of 


themselves, 


© HATS OFF to the 3,300 CLEVELAND Press Carriers and the 
enviable record they've established. And hats off to our readers, too, 
for their quick and generous support of the War Stamp program. 

But Clevelanders have a habit of responding nobly to any deserv- 
ing cause sponsored by their newspapers. Perhaps it’s because they 
like their local newspapers; like the friendly, intimate style of 
journalism for which Cleveland papers are nationally known. 


By thinking of Clevelanders first, and by keeping them unusually 


Tue CLeveELAND Press has 


gained the faith and confidence of its readers. Gained Presstige, 


too, which means power to do good; power to move goods. 


America’s most vital, influential 


newspapers. With the largest circulation in its history, and 


two-thirds of it home-delivered, The Press stands ready to pro- 


mote any worthy cause, any worth-while product or service. 


The Cleveland Press | 


“CLEVELAND 


A NEWSPAPER MARKET“ 
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ADVERTISING AGS 


June 8, 1942 


Top Shows to Work (“Sion Wicisry Parade” will oc. AFA Adds Seven 


for Government 


During Summer 


W: s 
work radio’s contributions to 
war effort will reach a new high 
this summer as the result of ar- 
rangements made between the Of- 
fice of Facts and Figures and spon- 
surs, agencies, networks, stations, 
stars, writers and directors. 

Separate “victory” series are 
slated for NBC and CBS, without 
commercial sponsorship except for 
the government, and with all serv- 


Net- 
the 


|cupy the Jell-O half-hour at 7 p.m., 


'EWT, Sunday, with the Maxwell | 
|House cast featured in the inaug- 
wet broadcast June 7. Other top- 

‘anking NBC shows, all retaining 
their regular format, will follow at} 
the same time each week, including 
“Mr. District Attorney,” “Aldrich 
|Family,” Jack Benny, Bob Hope and | 
others. 

CBS’s “Victory Theater” 
take over the Lux spot at 9 p.m., 
EWT, Monday, with the regular | 
Cecil B. DeMille cast leading off) 
July 20. 
include Fred Allen, 
| Theater” and “Hit Parade.” 


| Jay 
| Gaile: Atherton & Currier, 
ter 


Advertising Federation of 


America has elected to membership 


|Knox Reeves Advertising, Minne- 
| apolis; the Herald, Anderson, Ind.; 
Emmanuel Publications, Phila- 
Bet- 
Publications, Diesel Progress, | 
World Petroleum and Sugar, all of 
New York. 


will ‘Names Knight & Gilbert 


General Control Company, Cam- 
bridge, Mass., has named Knight) 
and Gilbert, Inc., Boston, to direct 


Top CBS shows to follow | advertising for its electrical equip- 
“Screen Guild! ment. 


Direct mail and _ business 


papers will be used. 


Inthe 


NEBRASKA 
southwest lowa 


Marke 


-in Most Homes.. 


66% Coverage of Urban 
Nebraska-S. W. lowa 
Big rural coverage, too! 


So, We’re Enlarging It—Adding New Features and, with our June 
28th Issue, discontinuing distribution of THIS WEEK Magazine 


NEW YORK . 


Why do 9 out of 10 World-Herald readers swear 


by the Sunday Magazine? Because it’s “local” 
as vitally homey as Nebraska's shimmering fields 
of wheat and lowa’s fields of tall, golden corn! It 
was created for the day when it could become the 
arrived! 28 
. all well 
fiction: 
best 


flavor of 


Sunday Magazine, and now it has 


some in color .. 
fact 


famous columnists and cartoonists, 


pages every Sunday... 
there's 
but 
inimitable 


illustrated. There's and 
and 
there's the 


most important 


home-state editing! 


AND IT GOES HOME TO 190,000 NEBRASKA 
MARKET FAMILIES EVERY SUNDAY 
93 Nebraska and 10 lowa counties make 


Nebraska Market. 


lies and nearly 


up the 
1,557,000 people, 426,000 fami- 
a World-Herald 


medium ... 


other one 
One 


eV ery 


reader daily and Sunday! one 


low-cost coverage of a market now at a l5-year 
peak in buying power and spendable income! 
NOW, THE RICHEST URBAN AND RURAL 
MARKET IN 15 YEARS! 


Income up 62% in the 
$250,000,000 in War Plants 


36,000 new jobs so far this year and 20,000 


Cash Farm first 


two 
months! Con- 
tracts; 
more yet to come! Is it any wonder that every 
business index from Bank Clearings (up 319%) to 
World-Herald circulation (up 59%) is setting an 


all-time high? 


SCHEDULE THE OMAHA WORLD-HERALD 
SUNDAY MAGAZINE FOR ACTION, NOW! 


Nebraska Mar- 
ket’s families do your selling job. Be 


Let this vigorous favorite of the 
“in there” 
Rates, 
asking. 


when it makes its second bow on July 5th. 


survey facts and information yours for the 


OMAHA WORLD-HERALD 


Circulation Average Ist Quarter, 1942: 


Combined Daily, 


192,246; Sunday, 190,773 


Represented Nationally by O'Mara & Ormsbee 


CHICAGO id 


LOS ANGELES e 


SAN FRANCISCO 


PONTIAC TELLS ALL—AND BLACKS IT OUT 


. * . . *. * *. . *. * . . . 


- Pontiac Simei to the Nation =. 
on Arms Production! 


On April 30th, at 11:50 P.M., Pontiac de- 
livered its @™Bth automatic anti-aircraft 
cannon to the United States Navy. 


The contract covering this important war 


assienment called for the production of only 
ume cuns up to that date. 


. 


months. 


calls for the delivery of the first gua before 


. 2 calls for the production of 
on! of BEE GEE Bom mm ernot 

os for the US Army fo a @acre plant, character —ea 
fooling Os pros 


a 
Thus, Pontiac deliveries of these vitally- They insotve 
needed weapons have exceeded the rate of n 

production specified in the contract by 
12 times and the time specification by 7 


coding, shead of whedule. which for special organizatior 


*. . * * . * * * * * 


and — panel 


spectively: the current p 


ee vs vs Sesorshy -onsorad “obi é 


au - 
Pontiac pivision o: 
General Motors 


This unusual Pontiac advertisement, the first advertising copy of the war to make 
detailed use of the "blackout" principle, appeared in the June 6 issue of Collier's 
and will run in Look June 16, Life June 22, and The Saturday Evening Post June 27 


as well as in a list of farm papers. 


MacManus, John & Adams is the agency. 


Canadian Board 
Buys ‘Soap Opera’ 
to Reach Public 


Ottawa, Ont., June 4.—A govern- 
ment department is making radio 
history here by purchasing time on 
the government network to give 
Canadian housewives a smart, 
tangy “soap opera” at 10:30 each 
week-day morning. 

The department and sponsor is 
the Wartime Prices and Trade 
ogee The program is produced 
F a commercial organization, Rai 
ites Productions of Toronto, and 
is called “Soldier’s Wife.’”’ Heroine 
| is Carry Murdock, whose husband 
is overseas with the Canadian 
Army. There are two children and 


beginning and end the 
takes time to “keep you informed 
on changes and regulations which 


| manager 
|a troublemaking mother-in-law. At} 
sponsor 


affect our everyday life.” The con- 
tinuity only started two weeks ago, 
but when Donald Gordon, chairman 
of the Wartime Prices and Trade 
Board announced new sugar, tea 
and coffee rations for Canadian con- 
sumers, he made his initial state- 
ment over the CBC network at 
10:30—the time of the regular 
Carry Murdock heart-stretcher. 

The program is booked to run an 
initial 13 weeks on some 45 key sta- 
tions, but its early success indicates 
it will be there at least for the 
duration. It is to be revamped en- 
tirely for a French network of eight 
or 10 stations. 

Originator of the idea and largely 
responsible for its success is Frank 
Ryan, on loan to the Board from 
his peacetime job as advertising 
of Hudson’s Bay stores 
with headquarters at Winnipeg. Mr. 
Ryan was at one time managing di- 
rector of the Western Ontario 


Broadcasting Company. 
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ADVERTISING AGE 7 


Railroads Ban 
Travel Copy for 


the Duration 


But Educational Copy 
May Be Increased, 
Pelley Announces 


Chicago, June 2.—America’s rail- 
roads have agreed to suspend ad- 
vertising to encourage. civilian 
travel but—in imposing the ban on 
all bids to tourists—have no inten- 
tion of reducing their advertising. 

That was the net result of a spe- 
cial meeting here last week of 
executives of major companies, 
members of the Association of 
American Railroads. John J. Pel- 
ley, association president, said the 
roads would continue, insofar as 
possible, to handle travelers on 
vacation and recreational trips as 
well as those engaged in essential 
business and war work. Nothing 
will be done, he said, to interfere 
with meeting the need for the 
transportation of our fighting forces 
and the materials they require. 

“It was agreed further that for 
the duration of the war, railroads 
will not advertise to solicit travel 
by train,’ Mr. Pelley declared. 
“This does not contemplate any re- 
duction of advertising by railroads. 
In fact, it may be that they will 
increase their efforts to inform the 
public as to what the railroads are 


doing to help meet vital war needs | 
the! |¥ 


for transportation, and how 
public may best cooperate in that 
effort.” 


Drop ‘Luxury’ Cars 


The carriers already had dropped 
the selling copy that was a former 
peacetime rule (Listening Post, 
ADVERTISING AGE, June 1) following 
a request from the Office of Defense 
Transportation, which made a simi- 
lar request of the nation’s bus lines. 
Railroad advertisers who recently 
canceled newspaper schedules are 
being asked te replace travel and 
vacation copy with new schedules 
along the lines suggested by Mr. 
Pelley. 


The association head said rail-| 


roads will discontinue operation of 
special feature or “luxury” cars 
where such action will add to the 
passenger -carrying capacity’ of 
trains, and also will drop special 
train service to conventions and 
sports events. Changes are to go 
into effect beginning June 15. 
Opposition was expressed at the 
meeting to a letter to Mr. Pelley 
from V. V. Boatner, head of the 
ODT’s railway division, stating that 
a number of railroads “are engag- 
ing in a considerable amount of 
advertising for the purpose of 
encouraging passenger travel” and 
that this action “appears to be in- 
consistent” in view of the fact that 
heavier military travel and the 


rubber shortage will throw an in- | 


TROY Scores on 
All Counts: 


ry 


IMPORTANT — More 
than 115,000 con- 
sumers. 


COMPACT — A.B.C. 
City Zone in 3Y2- 
mile radius. 


EASY TO COVER — 
92% of homes 
reached daily. 


Low COST — Only 
12c per line does 
the job. 


p 
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ssid a nae Lae 


THE THOY RECORD 
THE TIMES RECORD 


TROY, NEW YORK 


Industrial Papees 


creasing burden on the railroads. 

|The railroad men took the view 

|that they have been cooperating s 

|with the government right along A new type of service to business Continue to Show 

and that future copy will avoid the | and industry has been inaugurate . 

travel theme. They likewise op-| by the University of Chicago in ine Linage Increases Twelve publications in the class 

posed a suggestion that ved | ee po oe pins end Chicago, June 3.—Advertising in| group also made a relatively poor 

advertising be conducted on a co-| 5, problems created by the war business papers continued to show | showing, their linage being off 12.4 

operative basis. The bureau will act as a liaison | over-all rege hog ae aod peng lane A 7.5 per 
agent between the various research | according to ndustria ar ceting, cen or the nrs lve ontns. 

CHECK COPY SLANTS | divisions of the university and | which reports in its June issue that ——— 

Chicago, June 
agents of the railroads which last | 


4.—Advertising | business executives. | May issues of 115 business papers 
Executives are invited to submit} 

week drew up a code of advertising | fundamental problems of a general 

policy met here yesterday to make | 2@ture_ to the bureau's director, 


| carried 3.3 per cent more adver- 
tising than during the correspond- 
\ ; Prof. George H. Brown, who main- 
sure that each railroad interpreted | tains offices in the School of Busi- 


‘group, however, slumped badly, 
reporting May linage down 24.9 per 
cent and five-month totals off 15 
per cent. These figures cover 18 
publications. 


U. of Chicago Creates 
Business Aid Service 


Lane to War Savings 


Thomas H. Lane, on leave of ab- 
sence from Young & Rubicam, has 
| been appointed assistant director of 


ing period of last year. For the 
first five months of the year, busi- 


eal , , a . | press and radio of the War Savings 
the we " ae m Bs ness on the university quadrangle. pry tage bggeicnireage Magy 1S | Staff, Treasury Department. He has 
same ignt. etore e meeting ee | 4. per cent greater than uring been active on General Foods ac- 
adjourned, 2 spokeeman told AD- (Pinkerton to Schenley —_|!he,t#me period of 1941, the pub- | counts nec 

meres ‘ ‘ ,.| Fred Pinkerton, formerly sales) {| ght a a . 
og cage the same ee \ponmation waneaer of the me-| In the moore es, - | Rodman Resigns 
ion of the new copy rules, which| Ghanical goods division of U. §,|P@Pers reported on by Industria 


O. H. P. (Ollie) Rodman has 
resigned as president and director 
of advertising for Hunting and 
Fishing, Boston. 


require an about-face from the| Rubber Company, has joined the 
ante bellum days of travel solicita-| staff of Schenley Distillers Cor- 


tion. | poration as merchandise manager. 


Marketing showed a May increase 
of 9.1 per cent, and a five-month 
increase of 9.4 per cent. The trade 


| } 
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SHOES 4wo LEATHER 


| 
| 


| FOR THE ARMIES OF VICTORY 


| in BOOT AND SHOE RECORDER 
| 


July 4th 


rs) ———s, —_—_—_—_—_————— = 


| 


| Featuring FREEDOM WEEK—June 27-July 4 


| Because we're proud of the part that Shoes and Leather are playing in America’s fight for 
| freedom, and because we believe that this great effort should be made a matter of public record, 
| Boot and Shoe Recorder publishes on July 4th, “Shoes and Leather for the Armies of 
| Victory”. The editorial and advertising pages of this issue will bring to you graphically and 
| dramatically the full picture of the contribution our industry is making to the national effort. 
Glorious July 4th, the date of issue, marks as well the culmination of Freedom Week, June 


27-July 4, a Boot and Shoe Recorder promotion, during which shoe stores all over America will 


feature patriotic windows and advertising displays: an issue to remember, an issue to wait for, 
to read and save as a record of shoes in the national service. 
Your advertisement in this issue is a record of your part in the Victory Program. Instruct your 


advertising department to mark the July 4th Recorder a “must” date on your advertising schedule. 


Advertising forms clese June 29th. 


SHOE RECORDER * 
NEW YORK CITY 


BOOT AND 
100 EAST 42nd STREET 


A Chilton ® Publication 
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Company-Dealer 
Programs Tackle 
Farm Problems 


International Harvester 
Ends Scrap Drive, Starts 
Two New Campaigns 


By JOHN B. MILLER 
Chicago, June 4.—Winding up a 
highly successful “Salvage for Vic- 


tory” drive, International Harvester | 


Company, its branch houses and 
dealers swung emphasis this week 
to two new sectors on the farm 
front—increasing America’s grain 
storage space and teaching farm 
women and girls how to become 
efficient wartime ‘“tractorettes.” 
All three of the programs were 
devised by the advertising depart- 
ment of Harvester, under direction 
of A. C. Seyfarth, advertising man- 
ager, as a means of maintaining 
contact with dealers and in turn 
preserving cordial customer rela- 
tions against the day when the Chi- 
cago company again can turn out 
new farm equipment and repair 


parts without restriction. Neither |dealers to complete as much of the 
Harvester nor the dealer nets a|job as possible by May 30. 
nickel in profit, but officials from| “We will be disappointed if the 
the Bureau of Industrial Conserva- entire campaign doesn’t bring in a 
tion on down the line have praised | million tons,’ Mr. Seyfarth de- 
the company’s efforts to aid the | clared. “The small grain harvest 
war program. is coming up, and salvage efforts 
Shortly after the first of the year, | must not interfere with that impor- 
when the national drive opened to|tant work. But the drive may be 
urge industries to “get in the scrap,” | resumed after the harvest.” 
Harvester was ready with a com- | Confident that its salvage goal 
pany-wide plan and the advertising | has been reached, the company is 
department started releasing 4 | )janning to release a page ad in its 
a flood of promotional material to | regular list of principal farm papers 
_ 10,000 International and McCor- | thanking the farmers of America 
| mick-Deering dealers. ‘for pitching in with scrap. Scores 
Posters Start Drive of reports pouring into the com- 
pany’s main offices in Chicago tell 
A series of three large red, white |of outstanding collections by deal- 
‘and blue posters was offered deal-|ers. In Wisconsin, Gov. Julius Heil 
ers, asking them to join in the | proclaimed a “MacArthur Week” 
|national campaign to get idle scrap | for intensive scrapping in that rich 
'on farms flowing to industry. Deal- ‘farm land. In Canada, the govern- 
‘ers were advised to tie in their|ment backed Harvester’s plan and 
lactivities with local defense boards;|more than 2,000 of the company’s 
to offer scrap depots for collection |dealers pledged their support in a 
of the metal; and to advertise|drive to become Dominion-wide in 
‘locally to explain the farm salvage | scope. 
campaign. Harvester backed up the Promotion of the single U. S. 
effort with full page advertise-|drive embraced 100,000 posters— 
ments in state and other farm distributed without charge—post- 
papers and tied in the campaign/|cards for dealers to send farmers; 
with its other advertising. The last| mats for suggested advertisements; 
of a series of Harvester “Salvage|window streamers, auto stickers, 
for Victory” bulletins named May/buttons and company - sponsored 
las the “last-pound drive,’ urging|ads in the farm press. 
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Seems there’s something in the 

air over at Jahn & Ollier’s. 

The sales manager is wearing the 

look of a man-with-something- 
\ up-his-sleeve ... 
The superintendent steps around 
[“¢¢ : with a brand-new gleam in his eye. 
... And the shop men are looking 
downright smug, they’re so 
pleased with themselves! 
What could it be?. . . Better 
engravings? . . . Heck, there ain’t 
no better engravings than the 
Jahn & Ollier kind. 
Better service? Not likely .. . 
J & O service has made engraving 
history. . . Jeepers creepers what 


is cookin’? Watch this space, and 


WATCH , Se 0 


MONroe 7080 


Realizing an impending serious 
shortage of grain storage space, 
Harvester recently prepared a new | 
poster advising farmers to build 
permanant storage if possible and 
to see their county agricultural 
agents and lumber and equipment 
dealers for plans. “Temporary stor- 
age is better than none,” farmers 
were reminded, however, “When | 
permanent storage can’t be built, | 
prepare to use what you have.” | 
Simple illustrations showed how to 
brace the sides of a one-car garage, | 
for instance, so it can hold 1,000 | 
bushels of wheat. Other emergency | 
suggestions included use of poultry | 
and hog houses, horse stalls, silos, | 
vacant buildings in town, machine 
sheds, rooms in the home, and even 
snow fences lined and covered with | 
fiber-reinforced paper. The posters | 
are being distributed to dealers, | 
branch houses, agricultural colleges 
and county agents. 

As a third means of aiding the | 
war effort on the home front, Har- | 
vester has initiated a nation-wide 
program to help solve the farm 
labor shortage by training thou- 
sands of farm women and girls as 
operators of tractors and _ other 
farm machines. A series of eight 
lessons was devised, to be offered 
by the dealer organization in each 
farm community. Like the salvage 
drive, the new program offers the 
dealer no immediate profit. But it 
gives him another chance to be of 
service to his own area, and to 
explain on more friendly terms 
why he cannot deliver all the new 


letter on the subject, “Why Farm- 
ers Should Buy War Bonds,” wil! 
receive a $1,000 war bond and an 
all-expenses-paid trip to the com- 
pany’s main factory at Milwauke; 
to see war weapons in the making 
Other prizes range from $1,000 
down to $10 in war bonds an 
stamps. 

First announcement of the con- 
test in 50 farm publications pictur 
Hitler as the “European Co: 
Borer” and Tojo as the “Jap Cut- 
worm.” Bombers purchased wit 
farm war bonds can spray thece 
pests before they riddle the inter- 
national cornstalk, copy declar< 
Starting in late May issues, tl. 
farm paper advertising will con- 
tinue through August. Radio an- 
nouncements, commencing this 
week and running three times ; 
week on most stations, will con- 
tinue for nine weeks over 40 sia- 
tions. Posters publicizing the con- 
test will be displayed by company 
dealers, county agricultural agents, 
creameries, banks and other pla: es 
where farmers congregate. 

A special advertisement, head- 
lined “No Balloon Ascension This 
Time,” is scheduled for the bank 
publications. It reminds bankers 
that they know better than anyone 
else what would happen if farmers 
use a 14 billion dollar income to bid 
against each other for land. “To 
encourage greater interest in war 
bonds as an investment,” the com- 
pany explains, “we are sponsoring 
a nation-wide campaign dramatiz- 
ing the need for farm dollars to 


equipment and repair parts to sat- 
isfy all wartime demands. 

The “tractorette” course is de- 
signed to give farm women basic 
training in operating the various 
machines, spotting mechanical 
trouble, and in setting up the prin- 
cipal implements used with tractors. 
Later on, should the need arise for 
women from towns and cities to 
work on the farms, the training 
program can be expanded in that 
direction. Harvester plans to pub- 
lish soon an _ illustrated bulletin, 
“News and Views of the Tractor- 
ettes,”’ for wide distribution by 
dealers. Promotional material sim- 
ilar to that used in the scrap 
salvage campaign may be employed 
by both company and dealers to 
help assure competent aid on farms 
where men have been drawn off by 
war service or factories. 


ALLIS-CHALMERS 
LAUNCHES BOND DRIVE 


Milwaukee, June 3.—Using farm 
papers, spot radio, bank publica- 
tions and posters, the Tractor Divi- 
sion of Allis-Chalmers Mfg. Com- 
pany has Jaunched a national farm 
war bond contest offering a total of 
125 prizes. 

First prize winner for the best 


|help win the war.” Land values 
|have already been inflated, it is 
|estimated, to the extent of two bil- 
lion dollars as a result of purchases 
by urban investors. 

Bert S. Gittins Advertising di- 
rects the tractor, farm and road 
machinery account. 


Massey to Treasury 


C. Knox Massey, vice-president 
| of Harvey-Massengale Agency, 
| Durham, N. C., has been appointed 
special assistant to the Treasury 
Department War Savings Staff on a 
|dollar-a-year basis. Mr. Massey, 
| who volunteered his services to the 
government, will coordinate’ the 
Treasury’s war bond radio activi- 
ties in the Southeast. 


Changes Convention Date 


Toilet Goods Association will 
| hold a two-day business conven- 
tion, instead of the three-day con- 
vention originally announced, at 
the Waldorf Astoria, New York, 
June 16-17. No social activities are 
scheduled. 


Robinson Names Agency 
| Robinson Mfg. Company, Muncy, 
Pa., and New York, has appointed 
_ Walter J. Gallagher, Advertising, 
|New York, to direct advertising 
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ADAPTS THEME 


A sales theme used on its former radio 

program is being featured for the first 

time in this magazine copy for Mennen 
Company. 


Lowes Leaves R & R 
Joseph E., 
Lowes, Jr., has 
resigned from 
the account ex- 
ecutive staff of Hy 
Ruthrauff &# 
Ryan, New York, 
to become adver- 
tising director of 
Fairchild Engine 
and Airplane 
Corporation, New 
York. Before 
joining R & R he 
was director of 
advertising and 
publicity for 
United Aircraft 
Hartford, Conn. 


J. E. Lowes, Jr. 


Corporation, 


East 


R. R. to Spot Campaign 


Beginning June 1 and continuing 
through July, The Milwaukee Road 
has scheduled one-minute spots on 
24 stations in key cities served by 
the railroad. Dramatized announce- 
ments, using Sonovox, will feature 
The Milwaukee Road’s part in the 
war program. 


“CAN MATCHES 
BE MAILED 


Pullmatch 


THE SAFEST MATCH 
IN THE WORLD! 


U. S. Government Post Office officials 
soy, "Okay!" Advertising men say, 
“Great! Now you can present a different 
Pocket of matches that light with o pull, 
through a different distribution medium. 
ou can even use Pullmatches on your 
letterheads, blotters, business cards. 
broadsides and bulletins. They get noticed! 


EVERY ADVERTISING 
MAN SHOULD KNOW 
asout 7 
You owe it to yourself and 
your clients to learn all about 
this refreshingly different ad- 
vertising medium. 
FREE SAMPLES 
Send for them today; see the 
safest match in the world! 
AMERICAN PULLMATCH DIVISION 
of The Kilgore Manufacturing Co. 
105 E. Broadway St., Westerville, Ohic 


Mennen Adapts 
Radio Sales Theme 
to Magazine Drive 


Newark, June 2. — Adapting 


a 
theme developed last fall on the 
“Capt. Flagg & Sgt. Quirt” radio 


show, Mennen Company will launch 
a new drive in magazines next 
week for its line of shave products. 

First copy will appear in the 
June 15 issue of Life, to be followed 
by staggered monthly insertions in 
Collier’s, Liberty, Look and The 
Saturday Evening Post. 

Theme of the campaign will be 
that “more dermatologists use Men- 
nen shave products than any other 


brand,” and the half-page bleed 
ads will use the customary green 
and black Mennen colors. This 


sales angle was used all last winter 
on the “Capt. Flagg & Sgt. Quirt” 
show aired over the Blue Network, 
but has not appeared in the com- 
pany’s promotion since that pro- 
gram went off the air early this 
year. Russel M. Seeds Company is 
\the agency. 


ABC Bisocters to Moot 


The board of directors of Audit 
hae of Circulations will meet at 


the Royal York hotel, Toronto, Ont., 
June 12-13. 


Canadians Deny 
Brand Names Will 
Be Wiped Out 


Ottawa, Ont., June 4.—Ottawa 
officials of the Wartime Prices and 
Trade Board made strong denial 
here this week of any intention to 
wipe out brand or trade names. 

Elimination of trade names “is 
no part of our job,” said Donald 
Gordon, chairman of the Board. 
“There is no reason or justification 
for any rumors that we contem- 
plate any such move.” The state- 
ment came quick on the heels of 
published reports in the United 
States that such action was antici- 
pated. 

“It is not in the cards at all to 
eliminate brand names in merchan- 
dising,’ Hugh A. Mackenzie, direc- 
tor of simplified practice under the 
Canadian price ceiling regulations, 
reassured manufacturers. ‘Trade 
names are part of the very lifeblood 
of modern business and a precious 
business asset. There is in Canada 
no such threat to supply as exists 
in England. Even there, every 
effort has been made to retain 


Ahrens to Head School 


brand marks, trade names, etc.” 
Another board official scouted 
such action as “foolish and un- 
necessary.” He pointed out that as 
an article is standardized as to 
quality on account of war controls 
or regulations, the proper proce- 
dure which would be favored by 
his department would be to leave 


Opens Drive to Aid Morale 

The Shore Line Association, newly 
formed regional association in Con- 
necticut, has released a morale- 
building campaign, running 100-line 
advertisements in Connecticut and 
Massachusetts newspapers. Copy 
urges readers to make the best of 
rationing, notes that vacation fun 


the brand name untouched and = Fara , eA = 

merely print the words “govern- Gon "ta the x Maem ' om 
. ” *. : « . 

ment standard quality” or some : 


similar designation under the regu- 
lar trademark. 


D. E. Ahrens, general sales man- 
ager of Cadillac Motor Car Com- 
pany, has been appointed supervisor 
of a new school program to instruct 
army personnel in the maintenance 
of Cadillac - built army combat 
vehicles. The facilities of General 
Motors Institute, Flint, Mich., have 
been used to speed the project and 
Cadillac-trained men are conduct- 
ing instruction, augmenting the in- 
stitute staff. 


Krueger Promoted 

Herbert L. Krueger, formerly 
sales promotion manager and mar- 
ket research director of Station 
WTAG, Worcester, and its affiliated 


‘‘Cover-to-cover, the facts indi- 
cate itis one ofthe most USEFUL 
magazines in America today. 
Wherever you find it, you find a 


newspapers, the Worcester Tele- business man...well informed."’ 
gram and Gazette, has been named 

commercial manager of Station 

WTAG. 


A. gripping as it is grim, this poster 
won First Prize in a contest “to promote si- 


lence regarding 


the movement of military 


equipment and personnel’. . . sponsored 
by the U. S. Army and WBZ, Boston. Open 
to all art-students in Massachusetts, this 


contest was won 


girl against 269 competitors. The 
newspapers cooperated ... the 
students brought their creative 


by a 16-year-old 


Pim aller 


faculties to bear on the war-effort ... the 
Army got a poster of terrific impact . . . and 
Westinghouse Radio Stations again demon- os, 
strated their ability to assume a leading . 
role in the current scene, their power to | 
deliver real public service. 


WESTINGHOUSE RADIO STATIONS Inc .. 


KDKA * KYW + WBZ + WBZA + WOWO + WGL 
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Duff Redesigns Packages 'E5 o./ 

The entire line of food products ] e -in 0s ers 
manufactured by P. Duff & Sons, 
Pittsburgh, will appear soon in new rT] 
packages designed by James Harley f K T 
Nash, New York, who also designed 0 ey reasury S 
the previous Duff packages which 
won the All 


were submitted to a jury of 500 
women and grocers before being | Newspaper Radio 
| ' 


oii Drive Readied for Use | 
by Local Sponsors | 


( America v streams | W B dC . 
Award in 1037. The new, stream- WAT DONG Campaign 


Washington, D. C., June 2— | 
Tanks, planes, guns and ships will | 
be “built” before the eyes of the| 
bond-buying public in communities 
throughout the nation as a part of 
_the accelerated program by the 
| Treasury Department’s War Sav- 
|ings Staff to meet quotas calculated 
'to raise bond sales to the billion- 
/a-month mark. (ADVERTISING AGE, | 
June 1.) 

“Building” of armaments will be 
| accomplished in public view 
|through the use of outdoor posters 
‘as the focal point for the drive to 
|meet the quota in each city and 
|town. The part of each poster 
‘depicting the actual tool of war to 
|be bought with funds from local 
|bond purchases will be left unfin- 
|ished, with the outline of the plane 


“It was a bad day for me 
when you heard that re- 


WFDF 


cruiting spot on 
Flint Michigan!” 


Will Your Product 


Have a New Dress? 


War conditions are causing 
tremendous changes in mer- 
chandising plans and in many 
instances, due to government 
regulations, long familiar 
products must be repackaged. 


WELCOME WAGON 
HOSTESSES 


Can Introduce 
Your New Pack- 
age Into Hun- 
dreds of Thou- 


sands of Homes. 


Welcome Wagon 
Service 


Provides the 


NEWSPAPER COPY TO SPUR VOLUNTARY WAR BONDS SALES 


oe Sok - A 
EVERYBODY 


eee 
107 °5 


OF WAGES IN 


WAR BONDS r 
ant Tanke- 


MS Fig OE PEK! 


ITS LIKE PUTTING MONEY IN THE BANK! ) 


—ss0 


ever800"— 10%in WAR BONDS 


- [YOUR NAME HERE) © er 


tveny ravoar (OL in WAR BONDS 


naar veas 10% x WAR BONDS as 


These are examples of the newspaper pages prepared under direction of the Advertising Council for use in the Treasury's 

all-out effort to step up America's bond purchases to a billion-a-month pace. The first and third ads above are typical of 

the emotional appeals designed to help swell the war bond chest. The center ad emphasizes the "Everybody, Every Pay Day’ 

theme which unites the entire series and is aimed at the lower income bracket industrial workers who are receiving most of 
the 18 billion dollars in surplus purchasing power. 


| | 
or tank being filled in as bonds are | ads, will be personally delivered by | : 
purchased. | local bond committees to every | Launch Inquiry 


The poster plan, arranged through | employer with more than 100) 


the outdoor advertising industry’s|names on his payroll. on Activities of 


| 
Poster Production Fund as a part} Headquarters officials expect | 


of the Treasury-approved Adver- | local media and local bond o. Radio Time Brokers 
tising Council program, will work|mittees will serve to spur each| Washington, D. C., June 2.—The 
like this: Assume that the Paducah |other. Newspapers, radio stations | Federal Communications Commis- 
quota for June is $200,000, and that;and outdoor plant operators will|sion began today an investigation 
that amount is necessary to build|seize upon the effort to gain reve-|of time brokers who buy blocks of 
one big tank. The local outdoor|nue, and will urge dormant com-|time from foreign language stations 
advertising plant operator will pro-|mittees into action. Media slow to|and sell them in smaller units to 
vide a poster or painted bulletin,|act will be prodded by committees | advertisers. Licensees broadcasting 
strategically located to attract the| anxious to meet quotas. ‘programs in foreign tongues are to 
most people, showing a tank in out- | —_——— ‘be sent a letter asking for full in- 
line, with the rest of the copy com- ’ formation. 
plete. As the money is invested in ABP Reports 41 Ad FCC estimates that there are 
bonds, the tank will be filled in|Revenue of $22,885,937 shah 200 aielienn Ghia, tesedcon 
until it is complete when the quota| Advertising volume reported by foreign language programs, and that 
is reached. 125 members of the Associated|nearly half of them sell time to 
Business Papers amounted to $22,-|brokers who are independent con- 
885,937 for 1941, as against $20,132,- | tractors and not station employes. 
The formula will vary locally, |367 reported by 131 members for |p iokers arrange programs, sell spot 
depending on the availability of |1940. Total pages of 1941 advertis- aaneuneumenin ah often oct os 
sponsors for such posters, and in oe sry 108,318 in 1940 | pneir own announcers. 
some cases the poster company |“ advertising agencies placed 76,836| FCC wants to know which sta- 
itself will contribute the space| of the 1941 pages, or 64 per cent,| tions deal with brokers; the precise 
without sponsorship. Local bond | while in 1940 they placed 73,435, or |relationship between stations and 
committees are expected to assist| 67.7 per cent. ‘brokers; titles of programs and 
in getting advertisers to partici- aaeemaneannaais their nature; and whether licensees 
4 Pe the campaign starting in| Pyt, Hine to ‘Yank’ (think there are objections to, or 
mid-June. _ eae _|useful functions for, the broker 
dium, newspaper and radio adver- | with Ketchum, MacLeod & Grove,|ask that copies of contracts and 
tising and publicity will be sought Pittsburgh, has been transferred| agreements between stations and 
locally. Radio announcements,| from the 12th Engineer Battalion,| brokers be submitted. 
keyed to the local quota and the - Ses bey the pe York staff nf a 
arms it represents, are available| Yank, 24-page rotogravure weekly | . 
both for pesca and for con- | Published for the scattered United Holland Starts Radio Show 
tribution by stations. Newspaper | States forces in foreign service. Dealer in Dreams,” a 15-minute 


Sponsors to Vary 


Vital Link in 
Modern Selling 


mats are offered to papers both for = . 
their own use and to sell to their Winery to Weiss & Geller 

advertisers. The Advertising Coun- Weiss & Geller, New York and 
cil enlisted Ruthrauff & Ryan to| Chicago, has been named agency 
prepare newspaper pages for coop- | for Central Winery, Inc., Fresno, 


transcribed morning show was 
launched June 8 on WLW, Cin- 
'cinnati; KMOX, St. Louis; WGN, 
|Chicago; WJR, Detroit; WTAM, 
|Cleveland; and KDKA, Pittsburgh, 
through Stack-Goble Advertising 


—Yes, new packages of old products or new prod- 
ucts can be introduced into the Homes of Newly 


Married Housekeepers, New Mothers, and New- 


comers from Maine to California and throughout 


Canada. And how effective that introduction is— 
how compelling is that personal woman to woman 
recommendation is proven by recent surveys 


which show 


Welcome Wagon hostesses create an active 


consumer preference resulting in continu- 


‘ ae Sead as 


ative sponsorship: Pedlar & Ryan|Ca@l., to conduct a special summer| Agency for Holland Furnace Com- 
retype neve material: oe | drive for Legend, Lango, and Golan |pany. The program will be heard 
Young & Rubicam to prepare — | Mondays, Wednesdays and Fridays. 


presentation to sell industrial man- | 
agements and labor committees on 
introducing salary deduction pro- 
grams. Meyer-Both Company is 
cooperating with the Treasury in 
distributing prepared copy to its 
clients, and other papers are receiv- 
ing the material direct. 

In Washington, it was learned, | 
the focal point will be the grounds | 
of the U. S. Treasury itself. For | 
the first time since the last war, | 
that part of the Treasury grounds | 
facing Pennsylvania avenue and} 
15th street, N. W., will be adorned | 
with an outdoor poster, urging the | 
financial support of the citizenry. 
Whether an advertiser will pay for 
the board is yet to be determined. | 


ing sales day after day to 60°, 70%, 


and even 80°, of all housewives called on 


| 

| } 

| Our new booklet, “The Welcome Wagon," explains how this 

| tremendous advertising force can work for you. If you would 
like a free copy, just request it from our Sales Manager. 


, THE WELCOME WAGON SERVICE COMPANY 


THOMAS W. BRIGGS ENTERPRISE) 


. 
1790 BROADWAY, NEW YORK CITY ¢ STERICK BUILDING, MEMPHIS, TENNESSEE 


Quota Idea Dominant | 


All promotion will be centered | 
}on the “beat the quota” idea, with | 
|the quota always made definite by | 
| being linked with the tool of war | 
jrepresented by that amount of 
money. Many newspaper ads will 
feature a target with “10%” in the 
bullseye and an arrow inscribed | 
“Everybody, Every Payday.” 
Material prepared through the 
Advertising Council will also be 
used in a renewed effort to get all 
regular wage earners to pledge at 
least 10 per cent of their income 
to bond purchases through signing 
up under a Payroll Savings Plan 
\set up by employers. A brochure 
explaining how such plans are 
established, and including repro- 
|ductions of plant posters and other | 
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Networks Win Right 
to Review of FCC 
Broadcast Order 


Supreme Court Upsets 
Rule Against Hearing 
of Monopoly Case 


Washington, D. C., June 2.— 
Radio’s four - year-old monopoly 
controversy advanced another step 
toward ultimate settlement this 
week when the Supreme Court 
reversed a lower court decision and 
held that the Columbia Broadcast- 
ing System and the National Broad- 
casting Company are entitled to a 
court review of the 1941 Federal 
Communications Commission order 
curbing network broadcasting prac- 
tices. 

The high court ruled by a five- 
to-three vote that a three-judge 
statutory court in New York erred 
last February in disclaiming juris- 
diction on a two-to-one ruling. The 
effect of this week’s decision will 
be to require the New York judicial 
body to hear the case upon its 
merits. In the meantime, by direc- 
tion of the Supreme Court, the stay 
in the effective date of the regula- 
tions will remain in effect “on 
terms to be settled by the court 


below.” 

Like the earlier district court; 
decision, the Supreme Court ruling | 
was concerned only with the nar- 
row issue of whether the major | 
networks have the right to test 
FCC’s powers before they have 
been exercised through denial of a 
license to any station engaging with 
networks in contractual practices 
forbidden by FCC. 


Stone Writes Opinion 


Chief Justice Harlan F. Stone 
delivered the majority opinion, in 
which he was joined by Associate 
Justices Roberts, Murphy, Byrnes 
and Jackson. Justice Frankfurter 
wrote a vigorous dissenting opinion, 
in which Justices Reed and Douglas 
joined. Justice Hugo Black did not | 
participate. 

FCC shared its defeat with the | 
Mutual Broadcasting System, which | 
intervened on the side of the gov-| 
ernment. NBC was joined in its | 
action by Woodmen of the World| 
Life Insurance Society, which oper- | 
ates Station WOW, Omaha, and by | 
Stromberg-Carlson Telephone Mfg. 
Company, owner of Station WHAM, 
Rochester, N. Y. 

Chief Justice Stone held that 
“application by the Commission of 
its regulations in accordance with 
their terms would disrupt appel- 
lant’s broadcasting system and seri- 
ously disorganize its business.” He 
ruled the monopoly order an order 
in fact, rather than merely an 
“announcement of general policy,” 
as contended by FCC lawyers and 
as accented by the minority. 

Justice Stone concluded that the 
Case possesses, “because of its pecu- 
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The Perfect Combination 


liar circumstances, all the elements 
prerequisite to judicial review.” 
Justice Frankfurter, on the other 
hand, not only denied that the 
regulations constitute an order, but 
claimed they do not “commit the 
Commission to any definitive course 
of action upon applications for 
licenses.” 


Order Termed Flexible 


Justice Frankfurter emphasized 
that the order as originally issued 
May 2, 1941, after an investigation 
covering three years, has under- 


gone several changes and therefore | 


should not be regarded as inflexi- 
ble. He pointed to the “minute” 
issued by FCC last October, one 
day after the networks filed suit, 
in which stations were assured of 


a hearing without prejudice should 
they contest the monopoly rules. 
The majority ruled, however, that 
this “minute” does not “afford an 
adequate basis” for networks to 
seek relief by intervention. 

Of possible application in connec- 
tion with FCC’s threat to news- 
paper-controlled stations is one 
portion of Justice Frankfurter’s 
dissertations on FCC's licensing 
power. He pointed out that “Con- 
gress established an administrative 
procedure under which the Com- 
mission must make a specific deter- 
mination in each case whether the 
public interest would be served by 
granting the particular application 
before it. No announcement of 
general licensing policy can relieve 
the Commission of its statutory 


obligation to examine each appli- 
cation for a license and determine 
whether a grant or denial is re- 
quired by the public interest.” 

Although this view was not ex- 
pressed in connection with news- 
paper participation in radio, it sug- 
gests that at least the three jurists 
joining in the dissent believe that 
FCC lacks power to bar any group 
merely by reason of membership 
in a particular class. 


Names Board Members 


The board of directors of Pfaudler 
Company, Rochester, N. Y., has 
elected to its membership George 
F. Kroha, vice-president and gen- 
eral sales manager, and George C. 
Calvert, vice-president in charge of 
the Elyria, O., plant. 


To Victory Committee 
M. J. Whitmar, advertising copy 


' director of Kroger Grocery & Baking 


Company, Cincinnati, has been 
named publicity consultant to the 
National Victory Display Committee, 
newly-formed arm of the War Sav- 
ings Staff. On June 15 the Commit- 
tee will launch a nation-wide co- 
ordinated program of window dis- 
plays in nearly 1,000 major retail 
stores coast to coast in behalf of 
war stamps and bonds. 


‘Brennan Advanced 


Adrian J. Brennan, advertising 
and publicity department of Aetna 
Life Affiliated Companies, Hartford, 
Conn., has been appointed agency 
assistant in the casualty agency de- 
partment, succeeding the late James 
E. McKinney. 
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Mr. Morgenthau Clears the Air ee 


The most reassuring news affect- 
ing advertising which has come out 
of Washington in many months was 
last week’s statement of Henry 
Morgenthau, Jr., Secretary of the 
Treasury, on the subject of adver- 
tising as an allowable expense for 
income tax purposes. His state- 
ment before the joint committee on 
internal revenue taxation definitely 
approved reasonable’ advertising 
expenditures as deductible. 

Mr. Morgenthau is not the last 
word on taxation, since Congress 
must enact legislation on this sub- 
ject, but he stands as the most 
authoritative person in the national 
administration on tax matters. His 
attitude, it seems to us, has great 
significance, and should be hearten- 
ing to all who hope to see adver- 
tising continue its great wartime 
role as an aid in _ accelerating 
accomplishment in the fields of 
government activities, war produc- 
tion and the maintenance of civilian | 
morale and supplies. 

“The test of whether expendi- 
tures for advertising are deductible 
is whether they are ordinary and 
necessary and bear a_ reasonable 
relation to the business activities in 
which the enterprise is engaged,” 
said Mr. Morgenthau to the com- 
mittee. “This is not intended to 
exclude institutional advertising in 
reasonable amounts or goodwill 
advertising calculated to influence 
the buying habits of the public.” 


Federation of America 


10 Cents a Copy, $2 a Year| 


The specific reference to institu- 
tional and goodwill advertising is 
particularly interesting, indicating 
that Mr. Morgenthau is in full 
agreement with those who have 
urged that regardless of a com- 
pany’s ability to fill orders today, 
it must maintain consumer accept- 
ance and brand position against the 
time when it can again participate 
actively in competition for available 
business. 

It also suggests that since it is 
the Treasury's present policy not to | 
advertise war bonds and stamps 
directly, at its own expense, the 
use of advertising space by indi- | 
vidual companies to promote pur- | 
chase of government securities | 
would be regarded as a legitimate | 
expenditure, calculated to build} 
good will for the advertiser as well | 
as to help increase distribution of 
bonds to the level 
proper financing of the war. 

Mr. Morgenthau’s comments are 
in line with policy statements made 


through ADVERTISING AGE in recent | 


weeks by officials of the Bureau of 
Internal Revenue familiar with 
administration policies. It confirms 
the belief that, regardless of sniping 
at advertising here and_ there 
through the sort of loose conversa- 
tion which is especially prevalent 
in the national capital, legitimate 


advertising is approved by our gov- | 


ernment as a reasonable and neces- 
sary business expense. 


What About Gas Rationing? 


Proposed gasoline rationing on a 
national scale, which is supposed to 
be scheduled for July 1 or shortly 
thereafter, is meeting so much 
opposition that a clear analysis of 
the problem, which is so important 
to the whole nation in marshaling 


full and effective war effort, is 
badly needed. Thus far the gov- 
ernment has failed to convince the 


public that drastic rationing in 
areas where gasoline is in plentiful 
supply is necessary. 

Rubber conservation is, of course, 
the objective, but trade authorities 
insist that voluntary 


tires, through 


rationing of 
reduced mileage, 
lower speeds, increasing the num- 
ber of passengers per car and 
greater care in driving, has already 
proven successful. Further, they 
contend that a tire in storage, even 
if the car is jacked up, will deteri- 
orate almost as rapidly as if it were 
driven regularly at low speeds and 


'for limited mileage. 


shown in 
ration cards in 


The alleged favoritism 
the distribution of 
the East, where reduced gasoline 
supplies made curtailment neces- 
sary, has made a bad impression 
and created additional obstacles in 
winning whole-hearted cooperation 
from the public, which, now as 
heretofore, stands ready and willing 
to make any which are 
necessary to winning the war. 

The use of motor cars for essen- 
tial purposes is so important that 
there must be a careful balance 
between unnecessarily reduced use 
of this indispensable transportation 
facility and driving in excess of 
reasonable needs. Practically every 
business and every 
affected by the motor transporta- 
tion situation, and the problem, 
difficult as it is, must be solved 
with due consideration of all of the 
factors involved. 


sacrifices 


individual is 
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necessary for | 
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Ad-libbing 


Cheerful Eyeful 
Western Agency of Seattle, plac- 


‘ing current Psychiana advertising, | 


sends us the proof of the advertise- 
ment reproduced here, advising us 
that “it is unusual, to say the least, 


jand is dynamic and dramatic in the 


extreme,” the copy having been 
written and the design conceived by 
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Dr. Frank B. Robinson, head man of 
'Psychiana, who always writes his 
jown copy. Dr. Robinson is no 
stranger to the readers of ADVERTIS- 
ING AGE, his promotional activities 
having been chronicled in these 
pages from time to time. We re- 
print his eye-catching newspaper 
ad because our own private reader 
check reveals that no more effective 
four-wheel stopper headline has 
been turned out in many months. 


Man Bites Dog 

For the past nine years Station 
WJZ, New York, has been carrying 
Welch grape juice advertising. 
Naturally, when the account de- 
cided recently to switch to WABC 
and the Columbia Broadcasting 
System, there was more than a 
little regret voiced at Blue Network 
headquarters. But John McNeil, 
WJZ manager, isn't the sort of fel- 
low who cries over spilled bever- 
ages. He sat down and wrote a 
little letter to about 400 New York 
grocers. 

The message called attention to 
the program’s shift to a competing 
network and asked that the dealers 
accord the show the same merchan- 


' 


|dising support as in previous years. 


“We’re mighty sorry to see the 
Welch Company go,” he informed 
the startled trade, “but our rela- 
tions with Welch have been 
for nine years and we ask you to 
go on making the program’s suc- 
cess your success.” 

Any day now we expect to hear 


| that a CBS salesman ran across a 
|hot prospect 


and immediately 
passed the lead along to NBC or 
Mutual. 


‘When Victory Is Won’ 

The challenging problem of how 
to keep customers aware of your 
existence when production facilities 
are devoted entirely to war goods 
and normal merchandise deliveries 
are out for the duration has been 


|tackled simply but energetically by 


Union Steel Products Company, Al- 
bion, Mich. This maker of display 
units has started a series of “Lest 


| You Forget” messages. 


“We do not want you to forget 
us as creators and manufacturers of 
modern displays,” says a_ typical 


fine | 


Information 
for 
Advertisers 


The following documents may ‘¢ 
secured without charge from com- 
|panies sponsoring them, or throu.) 
_ADVERTISING AGE, by any nation)! 
advertiser or advertising agen -y 
executive writing on his busine <s 
letterhead. 


|No. 1991. The Walker Tint Ch 

Walker Engraving Corporat. jn 
has issued this new Tint Chart. 
which is a practical tool for the 
production man. The tint samples 
are larger than most, printed on 
their appropriate types of paper, 
and each tint has a die-stamped 
circle in the center so that a proof 
or layout may be placed under- 
neath for comparison. 


No. 1992. Coast to Coast Coverige 
of Michigan. 

Booth Newspapers, Inc., Detrvit, 
has issued this 1942 market dita 
for the Booth Michigan Newspapers 
and their trading areas. The mate- 
rial, which includes wholesale and 
retail data, business indexes, cover- 
age and services of the papers. is 
arranged in a series of file-size 
leaflets, one for each city. All are 
enclosed in a convenient file folder 


| No. 1993. War-Tested Answers to 
Wartime Problems. 

Grey Advertising Agency offers 
‘this collection of answers to war- 
time problems which, the foreword 
says, are not intended as “antidotes 
for all manner of ills, but to act as 
an interesting and stimulating col- 
lection of ideas.”’ Pricing, distribu- 
tion, labor, packages, salesmen and 
trade relations are some of the 
;many subjects discussed. 


|No. 1994. The Making of a 24- 
Sheet Poster. 

This is a reprint of the booklet 
issued some time ago by McCand- 
lish Lithograph Corporation, which 
tells the story of the making of a 
|24-sheet from idea to finished 
panel. It also includes some refer- 
lence data for artists and production 
managers. 


No. 1988. 

tion. 
| Radio Station WFBR, Baltimore, 
| has issued this brochure, which an- 
alyzes Baltimore’s trading area, 
showing figures for population, 
families, radio families, retail sales 
and 1941 increases in employment, 
payrolls and other indexes of activ- 
ity. The station’s merchandising 
aid for its advertisers is outlined, 
|and its facilities and programs dis- 
| cussed. 


Maryland's Pioneer Sta- 


letter in the series, ‘“‘as we hope to) 


be serving you after the Victory has | 


been won.” The plan is to distribute 
printed folders, from time to time, 
“to remind you of what we have 
produced.” 

“Although now we are all ‘the 
men behind the men behind the 
guns,’ if we can help you by supply- 
ing literature or in any other way 
give you helpful suggestions for 
your merchandising program, please 
do not hesitate to write us.” 

And in winding up, Union de- 
clares: “We cannot sell you dis- 
plays, but maybe we can give you a 
helpful idea.” 


Political Dept. 

We present here, without com- 
ment, a communication just re- 
ceived from Cincinnati: 

“Gentlenen: The New York 
Chamber of Commerce has advised 
me to get in touch with you. I am 
a Wholesale Grocer, Broom & Mop 
Mfr., and want you to send me a 
sample copy of your magazine and 
perhaps I will subscribe for it. 

“I am running for Governor this 
year, so get your friends and cus- 
tomers to vote for me. I don’t 
mind giving you a political position 
when I get elected. Awaiting 
answer, yours truly, (Signed) Ber- 
kowitz Wholesale Grocery Co.” 


No. 1971. The Memphis Trad 
Area, 
Memphis Publishing Company, 


publisher of the Commercial Appeal 
and Memphis Press-Scimitar, has 
issued this new map, which incor- 
porates sections of the four states 
making up the Memphis trade area 
A table provides figures on retail 


sales, population and newspape! 
coverage of counties and towns ove! 
2,500 in the market. 

No. 1896. They Were Tatking 


About Us... 

“Not mad, just terribly hurt,” | 
the way The Star Weekly, Toront 
| describes its feelings when someone 
was overheard to say that nobod) 
reads anything but its comics and 
roto section. After an understand- 
able period of brooding a coas‘-t0- 
coast survey of the Dominion wés 
made, and results tabulated in this 
attractive book. Readership per- 
centages are shown for the various 
sections of the paper by loca‘ion, 
age, income and occupation. 


No. 1930. Troy—a Major New 
York Market. 

Market statistics for Troy, N. Y- 
are covered in detail in this folder 
issued by the Record Newspapers 
There is a map of the city zone ind 
another of the retail trade zone. *n4 
data for both areas are arrange: !" 
tabulations. 
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Scrap 
Collected — 


APRIL 1 


a 


THE TALE OF ONE CITY’S 
HOUSE-TO-HOUSE SCRAP DRIVE 


How Peoria Ad Club’s Manpower and Teamwork 
Put Over 2-Day “Get In the Scrap” Drive, 
Collected 266% Tons, Netted $3600. 


On April 8, 1942, Peoria Advertising and Selling Club 
Directors met to decide whether or not the club should 
undertake a serap iron drive. President Landis had 
gotten a tip from local Defense Council of W.P.B.’s serap 
needs. Aggressive-minded directors unanimously voted 
“aye” and wheels started turning. 


Speed was uppermost serap shortage was acute be- 
cause local steel mills threatened shutdown, Patriotism, 
not pay, was the keynote. The house-to-house drive was, 
therefore, set for April 17 and 18—less than ten days for 
preparation, organization and promotion. 


Here's a working plan of how this successful Serap 
Drive was created and executed: 
Committees Formed 


Committees for the 2-day 
follows: 


drive were organized as 


Advisory 

Publicity 

Truck Procurement 

Route Arrangement 

Scrap Pickup and Co- 
operating Organiza- 
tions 

Disposal 

Proceeds 


Report of Drive 


Their Duties 


Selected for the Ad Club’s various committees were 
men experienced in the type of work to be done. 


THE ADVISORY COMMITTEE was staffed by a steel mill 
executive, two scrap iron dealers. a defense council repre- 
sentative, and a group of industrial and business leaders. 
As the name of their committee implies, their duties 
were of an advisory nature, 


THE PUBLICITY COMMITTEE was composed of a local 
advertising agency head, publicity director of the Defense 
Council, representatives of the local newspapers, radio 
station and theatres. Spot announcements at all station 
breaks, in addition to a one-half hour dramatized radio 
show. were contributed by Station WMBD. Peoria Star 
and Journal-Transeript generously devoted news-column 
space and pictures. Local retail stores inserted appeals 


in their display advertising, reminding readers of the 
date, time and place. Sound movie film showing the 
urgent need for scrap metals, obtained from the State 
Defense Council, was run in local theatres. 


THE TRUCK PROCUREMENT COMMITTEE had members 
from local trucking companies, firms having regularly- 
established delivery services and others with access to 
heavy-duty trucks. This committee obtained the free 
services of more than 70 trucks with drivers. 


THE ROUTE ARRANGEMENT COMMITTEE took advantage 
of city-coverage routing experience. by having as its 
chairman the Sales Manager of a bakery. Greater Peoria 
was broken down into small sections. Each driver was 
provided a city street map with his territory segregated. 


THE SCRAP PICKUP AND COOPERATING 
COMMITTEE handled actual loading and unloading of 
serap. Ad Clubbers, Sons of the American Legion and 
Boy Scouts offered their services for this job. The 
Public and Parochial School Superintendents willingly 
excused boys from school classes to aid the drive. One 
Ad Club member and four boys accompanied each truck. 


ORGANIZATIONS 


Old junk from Peoria garages, atties and basements 
was piled at the curbline to speed handling. 


After boys and men loaded trucks, the scrap was 
hauled to a centrally-located railroad siding for imme- 
diate grading, sorting and shipment to steel mills. Truck- 
mounted cranes with crews of men made special calls for 
heavy. bulky items. Grub, hot coffee and milk (donated!) 
were served the workers, 


THE DISPOSAL COMMITTEE contacted steel mill and 
smelter, arranging sale and delivery of iron and _ steel 
scrap, and non-ferrous metals. To insure top prices, all 
suitable material was baled without charge by waste 
metal dealers. Serap was graded, sorted and loaded into 
railroad cars by experienced workers. 


THE PROCEEDS COMMITTEE determined the distribution 
of the funds derived from the sale of the serap. All 
funds were given to local organizations active in war 
efforts. 


THE REPORT OF DRIVE COMMITTEE was given the duties 
of reporting to the citizens of Greater Peoria the com- 
plete results of the drive. The report. outlining the total 
amount of serap received and the disposition of the 
money. was made in the form of quarter page newspaper 
advertisements and by radio (space and time donated). 


Results 


Was the drive a success? The goal set by the Ad 
Club was 200 tons. More than 266), tons were collected, 
enough to help build 15 medium-sized tanks! 


Additional benefits were the funds, exceeding $3600 
which were divided among the local chapters of Ameri- 
ean Red Cross. U. S. OO. Vietory Bond Organization 
and the Peoria Defense Council. 


In War 
Production— 


APRIL 27 


‘Pere Marquette. Hotel 


Bt ns vor ae Sree: 


ADVERTISING AGE is pleased to present this page, on which its own promotional message would normally appear, to the salvage activities of the Peoria Advertising & Selling Club 
Other groups which have patriotic or war effort messages specifically addressed to the advertising field are invited to make use of this space in future issues 
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Production of 
Bottle Caps Hit 
by New WPB Edict 


Wineries, Distilleries 
to Feel Full Force of 


Limitation Order iment, under the direction of Dr.| which will be faced with a similar | that civilian sacrifices were smal 


Washington, D. C., June 2.—The 
steel shortage being what it is, 
bottle caps became scarce commodi- 
ties this week following issuance of 
a WPB order sharply limiting out- 
put and sale of closures for glass 
containers. The edict will be felt 
by 70 closure manufacturers, more 
than 500 brewers, 6,300 bottlers, 
1,100 wineries and 250 distillers— 
not to mention virtually the entire 
public. 

The order is in addition to a pre- 
vious WPB limitation on _ the 
amount of tin used in caps for beer 
and non-alcoholic beverage con- 
tainers. At the same time, the list 
of other products for which use of 
tinplate or terneplate covers is pro- 
hibited was enlarged. Particularly 
hard hit will be wineries and dis- 
tilleries, which were forbidden to 
use any tinplate or terneplate im- 
mediately, and were given until 
Aug. 1 to use blackplate and then | 
only when closure inventories have | 
been exhausted. 

Among the numerous other re- 
strictions is one limiting to 60 per 
cent of 1941 tonnage the use of! 
blackplate in beer and soda pop 
bottle closures. To provide for 
brewers who have been forced to 
shift from cans to bottles, the order 
allows such producers’ approxi- 
mately three bottle closures for 
each five cans used in 1941. A de- 
tailed tonnage formula contained in 
the order sets definite amounts. 


Cut to 70 Per Cent 


The WPB containers branch esti- 
mates that as a result of the reduc- 
tion of the unit weight of beer and 
soft drink closure, the allowable 
rate of manufacture of caps will be 
about 70 per cent of 1941’s pace. 
Brewers will be harder hit than 
soft drink bottlers, in most cases, 
since sugar rationing has already 
curbed production of soft drinks. 

The order placed no restrictions 
upon the use of scrap, waste, re- 
claimed or used tinplate, terneplate 
or blackplate. This suggests that 
bottlers, brewers and distillers may | 
institute salvage drives, possibly | 
even asking for bottle caps to be | 
returned along with the bottle. 

Among the products added to the | 
list for which tinplate covers are | 
banned are: printing, duplicating | 
and lithographing inks; tobacco and | 
tobacco products; baking powder; 
butter; lard; shortening; insecti- | 
cides; and lubricating oils. 

Another restriction forbids the) 
use of tinplate, terneplate or black- 
plate closures for packing “un- 
flavored carbonated, natural  o1 
mineral water bottles smaller than 
12 fluid ounces,’”’ unless the con- 
tainers were made before June 1. 

Curtailments on beer and _ soft 
drink closures do not apply to 
bottles sold for lend-lease purposes, 
or to post exchanges, officers’ messes 
and other concessions or restau- 
rants not operated for private profit 
at Army and Navy camps. 


Ward's Reports Issued 


Ward’s Reports, Inc., Detroit, has 
issued its 1942 Automotive Year 
Book, which compiles statistics of 
the automobile industry covering a 
20-year period. The book reports 
that in 1941 more passenger cars 
were registered than ever before in 
the country’s history, making a size- 
able bank of vehicles on hand to 
tide drivers over the war period. 


Gruen Gives Ad Awards 


Gruen Watch Company’s third 
annual Collegiate Adyertising Con- 
test was concluded on May 22. Ma- 
jor prize winners were Sydney M. 
Cohen, 21, evening student at North- 
western University, first prize, $500; 
and Marshall Kissel, 21, University 
of Wisconsin student, second prize, 
$250. 


Company and placed in charge of | 


of lithographed premiums for the |b). he 6 h , hte 
engraving company at its new Chi- | blanche to turn on the pressure and|arus, general manager of John 


cago headquarters, 720 N. Wabash/|@ series of posters and full-page) Shillito Company, publicity chair- | feld-Johnstone New York. to 
avenue. inewspaper advertisements were man. | rect advertising. ' 
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Wharton School Plans to Cincinnati Merges prepared by Ranald S. West, pro-| Raises in Rates Cause 


'duction director of Stockton-West-|,. a ° 
Conduct Packing Study | All Chariti " ‘Burkhart, Cincinnati agency. The| Little Circulation Loss 
Probably the first detailed study | aritles in ‘theme of the campaign was “Two| William N. Hardy, manager 6; 
of the relative economies of han- Days Pay in 42.” and the same | Pennsylvania Newspaper Publishe : 


dling goods in bulk and in packaged Promotional Drive keynote was carried out in giant col- | Association, has advised members 


form to be undertaken by a public . | that 46 daily and two Sunda , 
institution will be conducted by the| Cincinnati, June 4.—This city Ted blowups which flanked Foun- | papers in ‘Panuevenia we i. 


Wharton School of Finance and | solved its problem of the plethora ‘@4in Square in downtown Cincin- | creased their subscription rates 
Commerce of the University of|of charities requesting contribu- "@ti, in a mammoth chest used to | since the first of the year with “vi, 
- omyny , ‘tions this year by conducting a| indicate the progress of the drive, | tually no loss” of circulation. 
oe +o bmg 3 by 4l\ mammoth War Chest campaign,|@nd in civilian defense displays.| A PNPA survey of newspape: 
Bn of America iT he co ior’; | and in so doing may have estab-|All radio, newspaper, and poster | operating costs showed that opera - 


tion of America, will be conducted | * — ad |ing overhead and expense ( 
by the school’s marketing depart-| lished a pattern for the many cities|COPY Was centered on the penser df highest in the betecy ot gd 


' : . . : | Pennsylvania press. In order 
Ralph F. Breyer, associate professor | situation this year. |compared to those required of sol- | cave noweneiak and reduce tra: 


of marketing. | Combined in the one promotional | 4iers and their families. portation activity one paper ha 
‘drive, under the single banner of “frozen” its circulation for the dur»- 
Gold Named V. P. ‘the War Chest, are the Community | eae 8S en ee | tion, while others have dropped 
: | Chest Campaign, U. S. O., Navy Re-| The men spearheading the drive, | S@turday afternoon editions, 
of Einson-Freeman lief, various foreign relief drives,; which has a goal of $2,680,000, are nee — —e yore oan ad 
Sam Gold has been appointed | War Prisoners’ Relief, the local De-| Richard R. Dupree, president of |? — 
vice-president of Einson-Freeman |fense Council, and other causes. |'Procter & Gamble Company, and) 


° 3 | . 
its new premium department. West Prepares Copy peng poncho Eeee c Socata Redfield-Johnstone 

Mr. Gold will direct production! p,omotion was given carte|co-chairmen, and Jeffrey L. Laz_|.. Merritt Chemical Company, 
| Greensboro, N. C., maker of Merritt 


foot powder, has appointed Red- 
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| feature nationally-kKnown person- 
|alities who will discuss subjects of 
‘the hour. Included are Thomas E. 
| Dewey, who will address a lunch- 


Wartime Planning 


to Hold Spotlight 
at AFA Convention 


Advertisers, Agencies, 
Media to Participate 
in Three-Day Meeting 


New York, June 3.—Advertising’s 
role in the war effort and the prob- 
lems it faces in the crucial days 
ahead will be the keynote of the 
38th annual convention of the Ad- 
vertising Federation of America, to 
be held at the Commodore Hotel, 
June 21-24, Bruce Barton, program 
chairman, announced today. 

In addition to a series of shop- 


‘eon get-together sponsored by the 


Advertising Women of New York, 
on June 23, and Clare Booth, play- 
wright and war correspondent, who 
will speak at the annual banquet 
on June 22. 


A new feature will be a quiz 


isession on “How We Are Solving 


Our Wartime Advertising and Sell- 
ing Problems,” with Lowell Thomas 
as quizmaster. Other headliners 
will include Ken R. Dyke, repre- 
senting the advertising division, 
Office of Facts and Figures; Thomas 
H. Beck, president, Crowell-Collier 
Publishing Company; and Miller 
McClintock, managing director, Ad- 
vertising Council. 

Departmental programs thus far 
completed point to complete cover- 
age of public utilities advertising, 
house organs, direct mail and pre- 


talk sessions embracing all major 
media, the general meetings will 


mium merchandising. Among the 
organizations that will 


participate | 


in the departmentals on June 23 
are: American Marketing Associa- 
tion, Direct Mail Advertising As- 
House Magazines Insti- 
tute, National Junior Advertising 
Council, National Association of 
Broadcasters (Sales Managers Di- 
vision), Outdoor Advertising As- 
sociation, Premium Advertising As- 
sociation and Public Utilities Ad- 
vertising Association. 


sociation, 


Spotlight on Packaging 


Packaging will come in for spe- 


cial attention at a clinic under the 
chairmanship of C. B. Larrabee, 
president, Printers’ Ink Publishing 
Company. Participants will include 
James M. Wallace, vice-president, 
N. W. Ayer & Son; G. R. Fred- 
erick, vice-president, Loft Candy 
Corporation; R. M. Smitz, vice- 
president, General Foods Sales 
Company; and Christopher Browne, 
editor, Modern Packaging. 

A round table dinner devoted to 
current events will be presented by 
the editors of Newsweek on June 23. 


Threadwell Campaigns 


Threadwell Tap and Die Com- 
pany, Greenfield, Mass., has begun 
its first large-scale advertising pro- 
gram in many years, using copy in 
May issues of metal-working pub- 
lications, stressing the part Thread- 
well is playing in the war effort and 
laying the foundation for postwar | 
business for itself and its distribu- 
tors. 


Adclub Elects Dunn 

Helen Dunn has been elected | 
president of the Toledo Women’s 
Advertising Club. Other new offi- 
cers include Ida Sulkin, first vice- | 
president; Donna Hoover, second | 
vice-president; Clarice Canelli, 
treasurer; and Edith Brenhiser, sec- 
tary. 


Move to Larger Quarters 

Chicago Car Advertising Com-| 
pany and New York Motor Coach | 
Advertising, Inc., formerly located 
at 521 Fifth avenue, have moved to | 
larger quarters at 500 Fifth avenue, 
{New York. 


| 


JOINS THE NBC RED NETWORK... 


Here’s new impact for you on the 
network most people listen to 
most —impact right in the heart 
of New England’s richest market: 
On June 15th, 50,000-watt WBZ, 
Boston, one of America’s first sta- 


tions, joins America’s first net- 
work, NBC RED. 


can afford to ignore. 


NETWORK 


THE NETWORK MOST PEC 
= LISTEN TO MOST 


Hurling your selling message with 
twice the power of all other 
Boston stations combined, WBZ 
brings you concentrated coverage 


of a market no national advertiser 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


DOUBLE OFFER 


V What on offer! Just what you want ! 
PURSE- SIZE MENDING KIT 


+++ Also FREE Soap-Coupon 
, Worth 10 ¢ To You ! 


ice ae 


one Swan. Lifebvoy or Rinso wrapper of box top 


Both magazine copy and radio will be 

used this month to popularize the latest 
premium offer of Lever Brothers Co.— 

a mending kit and soap coupon—pro- 
moting its Swan, Rinso and Lifebuoy. 


| 


‘Swan, Lifebuoy, 
Rinso in Joint 
Mending Kit Offer 


New York, June 2.—Lever Broth- 
ers Company this week launched a 
|double - barreled premium offer, 
| consisting of a purse-size mending 
kit and a free coupon worth 10 
cents toward the purchase of addi- 
tional soap. The deal will feature 
three Lever products—Swan, Rinso 
and Lifebuoy and will be pro- 
moted via magazines and radio. 

The mending kit, comprising 
needle, five spools of thread, 
thimble, pins and a glove mending 
finger, may be obtained for 15 cents 
|}and a Swan, Rinso or Lifebuoy box 
top. In addition, women sending 
for the premium will receive a soap 
coupon worth 10 cents. 
| Lever will plug its latest pre- 
 eiteaen offer during June on three 
|CBS radio shows — “Big Sister,” 
|\“Bright Horizons,” and “Big 
'Town.” The first two are daytime 
serials heard five times weekly, 
|while the latter is aired Thursday 
‘evenings. This will be followed by 
| large-size insertions in The Ameri- 
ican Weekly, Puck—The Comic 
|Weekly and This Week Magazine 
scheduled to appear throughout the 
‘country. Ruthrauff & Ryan has the 
Lifebuoy and Rinso accounts, and 
Young & Rubicam the Swan ac- 
count, but all copy pertaining to the 
premium offer will be placed by 
|R& R. 


‘Freehold’ Changes from 
Monthly to Weekly Basis 


Freehold, official organ of the Na- 


tional Association of Real Estate 
Boards, Chicago, has decided to 
change its publication from a 


/monthly to a weekly basis and will 
| adopt a new name, yet to be chosen. 

Association officials explained 
| that the change was decided upon 
to speed the presentation of war- 
time news in the field, particularly 
Washington administration policies 
and other regulations affecting real 
estate. 


Goodrich Releases Film 


The dramatic story of rubber in 
transportation and its vital role in 
the war effort is the theme of a 
new B. F. Goodrich Company sound 
| film now ready for national release 


|to organized groups of consumers 
jand others. Titled, “Keep ‘Em 
| Rolling,” the 25-minute film was 


| prepared under supervision of the 
'truck and bus tire department of 
|the company. 


| . . . 
(Castellini Appointed 
William A. A. Castellini, former 
| Cincinnati newspaper and publicity 
man, who has been doing public re- 
|\lations work in Philadelphia, has 
| been appointed manager of the civic 
affairs department of the Cincinnati 
Chamber of Commerce. 
| 


Parker to ‘News-Press’ 


Knowlton Parker, formerly assis- 
tant manager of the Tribune, Sioux 
City, Ia., has joined the News-Press 
& Gazette, St. Joseph, Mo., as pro- 


motion manager. 
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‘test, the report refers to the domi-| future, the public in the mass may | although only 26 per cent were able advertising normally appears, the 
Burnett Survey | nant position held by enriched flour be induced to accept whole wheat to define its objective correctly; 43 results showed that mention ot As: 
| and bread in the week-long labora- bread. . . Through the enrichment|per cent said their buying and nutrition in food advertising ia- Re’ 
s — ‘tory drive (Apvertistinc Ace, April|of wheat flour and bread . . . we cooking had already been affected, | creased from 35 per cent of adver- Asi 
Mirrors Nutrition '20) as follows: “the display adver-|have been able to rectify the loss 17 per cent expected theirs to be|tisements in March, 1938, to 48 pe tio: 
tising of foods in the daily press of essential nutrients in milling to in the future, and 40 per cent|cent of the advertisements ) 
was dominated by the appeals of an extent never approached any- | thought theirs would not be affected | March, 1942. The magazines checke Coil 
p ’ millers, bakers and retailers of where in the world on a mass/in the future. were American Home, _— Bett: pel 
rogram $ rogress ‘enriched bread. The promotional scale.” In a later speech, Dr. Wil- Results of the preliminary Cross- Homes and Gardens, Collier's, Goo Ss 
material of these interests was liams asserted that “only about 8 ley survey appeared in ApverTIsING | Housekeeping, ~ age ae Jour 
—— ‘prominent also in the store dis- per cent of all bread sold today is Ace, April 20, and the companion nal, Life, McCall's, The Saturda ( 
pote and Significant | plays.” That the government shares cane from whole wheat flour.” survey, which was to follow later,| Evening Post, and Woman’s Hon pr 
Vv i |this view is reflected in the prin- ‘ has not yet been made public. _Companion. Pet 
— Shown as cipal speech of Dr. Robert R. Wil- Creat to Advertisers Advertisers are credited in the! The report lists associations a1 pi 
Agency s Report liams, who said: “I am putting the The Burnett agency ran a two-day report with doing a good job, much|prominent advertisers who ha’ P 
major emphasis on wheat and rice check in South Bend during Nutri- of it on their own initiative, and j|enlisted under the nutrition bann« G 
By JOHN CRICHTON because, in my opinion, the losses tion Week, and among 102 house- | they “have made notable contribu- Associations include Associat: | zi! 
Chicago, June 4.—A picture of |in refinement of these two staples wives found the following interest-|tions to the nutrition program,” the Grocery Manufacturer's Associ. - the 
the progress of the national nutri- | constitute the largest food problem ing items: 82 per cent knew of the|survey states. By checking maga- tion, National Retail Dry Gor wit 
tion program as viewed by a food|in the modern world .. . in the nutrition program in South Bend, zines in which considerable food | Association, National Association «f tic 


advertiser was mirrored this week 
. Py | 
in Leo Burnett Company’s second 

| 


annual report on the _ nutrition | 
effort. The report reviews the his- | 
tory of the program, starting with | 
the conference with President | 
Roosevelt in May, 1941, and traces | 


its course through the South Bend, | 
Ind., nutrition test in April and a| 


preliminary Crossley survey. 
Summarizing the outlook for the 
nutrition program, the document | _] 
states: “Today’s reports show 
rapid progress in many directions 
with the 


clear indications that 
nutrition theme is the most vital 
force affecting food selection in| 
America, and that this trend is 
rising.” 
Shows Obstacles 


“Progress up to this time might 
have been even greater,” the study 
declares, “had the approach to the 
population as a whole been of a 
somewhat different character.” 
Among obstacles in the path of the 
program were these: organization 
of local nutrition councils was 
extremely slow; most organizers 
were trying to do on part time what 
appears to be a full-time job; suit- 
able display materials often failed | 
to arrive on time, due to more 
pressing demands on the Govern- 
ment Printing Office: and a lack of 
recognition at the outset that “the 
job of getting the nutrition story 
over to consumers is more a city) 
problem than a farm problem,” 
even taking into consideration that 


the government’s excellent contacts 
with the farm population through aa 
the extension machinery has no ‘ 
counterpart in urban life. 

In connection with the farm 
nutrition drive, considerable space 


is devoted to Tennessee’s Home 
Food Supply Program. In_ broad 
outline, the program sketched a 


plan for food self-sufficiency on 
Tennessee’s farms. In part, an offi- 
cial bulletin read: “When the farm 
family raises its own raw foods, 
processes and stores them at home 
e 


it short-circuits price incre- 
ments arising from such operations 
as farm marketing, manufacturing | 


and wholesale and retail distribu- 
tion, with the contributory costs of 
transportation, storage, advertising 
and financing.” Governors of 31) 
states have issued proclamations 
similar to Tennessee's. 

In discussing the South Bend 


COLUMBIA'S 


KANSAS | ISSUE PRIOR TO THE 70 ) 
Call Any Edward Petry Office | INCREASE TO THE 5c PRICE ; 
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ADVERTISING AGE 


Retail Grocers, National Restaurant 
Association, National Association of 
Retail Druggists, National Gas 
Association and National Associa- 
tn of Food Chains. Advertisers 
p Westinghouse Electric & Mfg. 
Company, General Electric Com- 
pony, American Gas Association, 
Swift & Co., Kraft' Cheese Cor- 
poration, General Mills, Wilson & 
C National Dairy Products Cor- 
poration, Quaker Oats Company, 
Pet Milk Company, Carnation Com- 
pany, Best Foods, Inc., Hecker 
Products Corporation, United Fruit 
Growers and General Foods. Maga- 
zines devoting considerable space to 
the nutrition drive are also listed, 
with particular emphasis on promo- 
tion of The Saturday Evening Post. 


The study reports the results of 
two surveys made in the nutrition 
field, one by the Institute of Public 
Opinion and one by A. C. Nielsen 
Company. George Gallup, review- 
ing his organization’s findings, 
pointed out that a majority of 
housewives were familiar with 
vitamins, particularly B,, and went 
on to show that most of them could 
name foods rich in any particular 
vitamin. Many, however, could not 
define a “vitamin” or explain the 
difference between a vitamin and a 
calorie. A. C. Nielsen, speaking to 
a grocery manufacturers’ conven- 
tion, described a survey in which 
housewives were asked to place 10 
foods in order of vitamin content. 
Only two of the 10 were in the 


wrong sequence, he asserted. 

Summing up its report and doing 
some incidental forecasting, Leo 
Burnett Company asserts that “the 
program has been subject to the 
inertia attaching to the machinery 
of government . difficulties now 
being encountered serve to empha- 
size the great gulf between theory, 
however high-minded, and the kind 
of practice that gets maximum re- 
sults.” 

One of the psychological weak- 
nesses of the program is its failure 
to translate better nutrition into 
better health, better living or any 
other basic need of ordinary people, 
the report relates. The solution, 
the agency thinks, may be “to tell 
the housewife what to put into her 


market basket and what to do with 
it after she gets it home.” 

Looking the gift horse in the 
teeth from a promotional angle, the 
company asserts: “Examination of 
the available evidence leaves little 
room for doubt that we are facing 
conditions which will enable the 
food advertiser to perform a patri- 
otic service and, at the same time, 
strengthen his own position by seiz- 
ing the opportunity now presented 
to him.” 

Leo Burnett Company lists 
among its food advertising accounts 
the American Meat Institute, 
Canned Pea Marketing Institute, 
Hecker Products Corporation, and 
Minnesota Valley 
pany. 


Canning Com-| 


NEW CAMPAIGN 


AND HER 99 Pups 


Time-tested food, proved by famous dog mother's 
emering record, now on sole af your decler's. 


Purina DOG CHOW 


Tg feel ng tether es ay ‘heres ae homer wey 


ban Gp bo Glia te ane # vests Pant we 


to fmtge © dog tow 


Pure wees oo mreghs Msg (how, anol 


2 MORE REASONS WHY YOULL WANT 
BOS CHOW FOR YOUR DOS 


THIS BOX fQUALS 


7 Ibs. fresh meat in food value 
gsag9ggag 


IME IN HISTORY 
JTHAN 


Using newspapers in the Philadelphia 

area, Ralston Purina Co. is emphasizing 

that its time-tested Purina dog food is 

“not a wartime substitute." Expansion 

_ of the campaign may follow the Penn- 
sylvania test. 


Central N. Y. 
Industrial Admen 
Organize Chapter 


Rochester, N. Y., June 2.—Indus- 
trial advertisers organized the Cen- 
tral New York Industrial Adver- 
tisers at a meeting held here 
yesterday and attended by repre- 
sentatives from Rochester, Syracuse, 
Seneca Falls and Montour Falls. 

D. E. Robeson, advertising and 
sales promotion manager, The Todd 
Company, Rochester, was elected 
president. Other officers include: 
vice-president, Walter A. Bowe, 
advertising and sales promotion 
manager, Carrier Corporation, 
Syracuse; secretary-treasurer, Al- 
bert G. Moore, advertising man- 
ager, General Railway Signal Com- 
|pany, Rochester. Five men were 
named to the board of directors. 

The first formal meeting of the 
new group, which will be affiliated 
with the National Industrial Adver- 
tisers Association, will be held in 
Rochester June 15, when delegates 
to the national convention to be 
held at Atlantic City June 29-31 
will be elected. 


Blue Ridge to Campaign 
| An advertising campaign using 
two-column space in leading na- 
tional women’s magazines will be 
inaugurated this fall by Blue Ridge 
Mfg. Company, Dalton, Ga., to in- 
troduce its new line of chenille 

San Francisco, to direct advertising 

on the Pacific Coast. 

* 
95.7 O 


robes and housecoats for women. 


Robert E. Martin & Co., Atlanta, is 
* 
AMERICA’S No. 1 MARKET - 
Exceptionally high radio ownership ™ 
combined with the nation’s highest 
per capita spendable income make 
WTIC a sure bet for RESULTS! : 
* Radio Daily April 2, 1942 


the agency. 
, 
sla 


Joins ‘Woman’s Day’ 
Woman's Day, New York, has 


| announced the appointment of Ned 
Brydone-Jack, Los Angeles and 


March Issue 


0075 


MicCALL’S GUARANTEES A MAXIMUM 
ADVERTISING RATE PER THOUSAND 
NET PAID CIRCULATION —BY ISSUES 


DIRECT ROUTE TO AMERICA’S No.1 MARKET 
The Travelers Broadcasting Service 


Member of NBC Red Network and 
Yonkee Network 


Representotives: WEED & COMPANY 
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Voice 


Bausch & Lomb Adapts 


Pfaudler ‘Speed’ Cover 


To the Editor: We are sending 
you a bulletin board poster de- 
signed to get more production from 
employes for the war effort. 

You will be interested in this 
poster, we are sure, because it is 
an adaptation of a house organ 
cover which was illustrated in Ap- 
VERTISING AGE some time ago. The 
house organ was that of the Pfaud- 
ler Company of this city and the 
idea was so good that we litho- 
graphed it (with the permission of 
Herbert Hansen, advertising man- 
ager of the Pfaudler Company) in 
the larger size to fit our bulletin 
boards. 

There are two thoughts we'd like 
to convey in connection with this 
poster, first the opportunity of the 
larger companies doing war pro- 
duction work to cooperate with 
each other in utilizing this bulletin 
board material. We localized the 
poster for our own people with the 
“Bausch & Lomb Production for 
Victory” slogan at the bottom. The 
second suggestion for industrial 
concerns who have need for a 
variety of posters at frequent in- 
tervals is this inexpensive method 
of offset lithography, by which a 
limited number of large and color- 
ful posters can be gotten out at very 
little cost. 

R. L. VANDEVATE, 

Assistant Advertising Manager, 

Bausch & Lomb Optical Com- 

pany, Rochester, N. Y. 


ie FM. 


Wants Copy of WPB 


Booklet on Advertising 


To the Editor: In your May 25 
issue, on the front page, you had 
an excellent article on the govern- 
ment attitude as to the accounting 
of advertising. In the article you 
referred to a booklet written by 
Maurice E. Peloubet. We would 
like very much to obtain a copy of 
this booklet. Do you have one you 
can send us or can you refer us 
to some office in Washington where 
we could obtain it? 

May I say that your article was 
very closely read by our auditor 
and that he is the one who desires 
the booklet. 

PAUL WASSMANSDORF, 
Advertising Manager, Plastics 
Department, General Electric 
Company, Pittsfield, Mass. 
[Editor’s Note: The booklet, “Ex- 

planation of Principles for Deter- 
mination of Costs Under Govern- 
ment Contract,” is available from 
the Government Printing Office, 
Washington, D. C.] 


7 ww 


Offices Back Horder’s 
Rubber Salvage Drive 


To the Editor: I was very much 
interested in page 27 of your May 
25 issue, “A Vital Step Toward Vic- 
tory,” and particularly for the gra- 
cious ofier made in the footline of 
the availability of all or part of 
this space for similar patriotic and 
non-commercial items. We may 
have one. 

There is enclosed a clipping from 
the Chicago Tribune of May 19 of 
the item which also was carried by 
the other morning papers. The item 
was also printed in the “USO News” 
issue of May 25 and was broadcast 
three times over the past week-end 
by one of the Chicago stations. Our 
own interorganization Bulletins No. 
638 and No. 640 are also enclosed, 
describing our drive to salvage rub- 
ber from customers’ offices and 
plans to turn over receipts from the 
sale to the USO. 

I conceived this idea in the dual 
capacity of OCD block captain in 
charge of salvage and as vice- 
chairman of the business service 
group of the USO. .The necessity 
for salvaging every possible scrap 
of rubber is stated to us in a per- 
sonal letter from Mr. Holt, chief of 
the rubber staff. 

Receptacles with large signs are 
in all Horder stores and the flow of 


of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


ADAPTED 


A house organ cover illustrated in Adver- 

tising Age inspired this poster, recently 

lithographed for Bausch & Lomb Optical 
Co., Rochester. 


rubber from customers’ offices and | 
|factories locally is most encourag- | 
| ing. 

| Since this campaign is being co- | 
jordinated with the current USO 
idrive and has the full support of 
itheir Mr. Harris, we hope that this 
material can be incorporated in at 
jleast part of your space for the| 
/next issue. 

F. H. JONES, JR., 

Horder’s Stationery Stores, 

Chicago. 

[Editor’s Note: While the Horder 
salvage plan is not specifically con- 
nected with the advertising field 
and does not qualify for ADVERTIs- | 
ING AGe’s “patriotic page,” it never- | 
theless is an excellent idea worthy 
of the support already being given 
by offices and factories which are 
donating their old rubber stamps 
and other unusable rubber, such as 
cushions, erasers, finger pads, mats, | 
etc., to be converted into war 
goods. | 


vgs 


Cautions Against 
‘Over-dose of Optimism 


To The Editor: I think your edi- 
|torial, “How Long Will the War 
|Last?” is splendid and timely inso- 
|\far as it emphasizes the wisdom 
jand necessity of laying the founda- 
| tions for postwar plans. I do, how- 
| ever, experience some anxiety lest 
jan over-dose of popular optimism 
|cause a subsidence in virile deter- 
|mination to achieve an all-out vic- 
| tory. There is danger in a “taken- 
| for-granted” attitude. 
| It is too easy and pleasant to wipe | 
|off one’s hands and say, “well, that’s 
ithat” and accept as “un fait ac- 
|compli” a conclusion which existing 
facts and circumstances do not jus- 
tify. I say “existing” advisedly. The 
long-pull aspect is, undoubtedly, 
greatly in our favor but—the sink- 
ing, right now, of our ship tonnage 
and cargos is yet an_ unsolved 
problem—we still are faced with 
all those conquered countries of 
Europe under Nazi domination, the 
greater part of their combined man- 
power, resources, facilities, produc- 
tive capacity and lands, controlled 
by the Nazis. | 

While there will be, of course, 
guerrilla warfare, sabotage and hot 
resentment in those countries, we 
know that the Nazi plans were too 
broadly and thoroughly executed to 
be pushed over without a titanic 
world-wide struggle. Racial pride 
and the law of self-preservation 
argue against an early collapse of 
the Nazi regime. The German peo- 
ple may be sick of war, its horrors 
and hardships, but, as a whole, they 
are involved in and committed to 
the Nazi philosophy. They accepted 
and embraced it hook, line and 
sinker—and they have no workable 
alternative in the offing, yet, that 
would bring the national will to 
concerted action against Nazism. 

Russian resistance has been a tre- | 
ijmendous influence in favor of the 


United Nations but it is premature 
to classify it as something substan- 
tially more than “resistance.” The 
Germans are still a long way inside 
Russia, their lines of communica- 
tion are being feverishly strength- 
ened, the Russian winter is over for 
the present, Leningrad and Moscow 
are still considered under siege. 

As for the Pacific and Far East, 
it is not necessary to go into details 
but the advantage now with the 
Japs is colossal and powerfully sig- 
nificant. A peace based upon nego- 
tiation and concessions will be no 
peace at all. The Forces of Evil 
will still be rampant. Ours must 
be an all-out victory—the fulfilment 
of “God's Verdict— Victory for 
Freedom and Humanity.” 
ingly. 

There is no pessimism herein— 
just realism. Factual observation 
and recognition — not an expert 


analysis. The job lies ahead of us 
—not behind. There can be no 
sane counting of chickens before 


they are hatched. 
May I quote from your editorial: 


Last- | 


“No one can predict how long the 
war will last, but the recognition 
\of the possibility of its termination 
|ahead of former estimates will have 
|a profound effect on business psy- 
chology and planning.” We must 
be careful that the immediate reac- 
| tion to this “transition of . . . opin- 
|ion” does not have a “profound ef- 
fect” upon the national psychology 
towards an all-out war effort. By 
every force of reason we must plan 
for the peace that is to come, but 
that, for the moment, should be 
without too much vociferous clamor 
lest we translate popular optimism 
| into popular complacency. The one 
is a natural consequence of the 
|}other. That can lose the war. 
“°Twixt Optimist and Pessimist 
the difference is droll— 

The Optimist sees the Doughnut 
—the Pessimist, the Hole.” 

| They are both wrong. The dough- 
nut is surely there—but, so is, also, 
| the hole. 

Donald Nelson knows and is tell- 
| ing us repeatedly, it isn’t only nec- 
|essary to out-produce our enemies 
but we must deliver, to all theaters 
of war, many times the volume of 


today, and the trained man-power | 


to use everything, effectively. Dis- 
tances, for us, are great and ever 
widening. The way is hard, the 
routes tortuous and_ treacherous. 


_There’s many a slip ’tween the cu; 
‘and the lip. If Tokio can be 
bombed—so can San Francisco and 
Chicago and New York. 

Yes, indeed, let us plan and pre- 
pare for “after-the-war” but let 
be careful not to confuse the issues 
in the popular mind. There mu 
be no impediment, not even a mer 
tal one, to complete and final Vic- 
tory. 


- 


HuBERT N. SPENCER, 
Des Plaines, II] 
v v v 


Admen Uppercut 

To the Editor: Through the c 
umns of ADVERTISING AGE I wo\ 
like to see an expression of opinio; 
from the country’s advertising men 
as to their opinion of the free spice 
allotted to Mike Jacobs for hijs 
“man-killing” activities. 

Now that the _ publishers id 
business managers are riding the 
advertising departments, why 
wouldn’t it be a good idea to mike 
|a charge to Mr. Jacobs (lovingly 
called Uncle Mike by the self- 
styled sports writers) for the thou- 
|sands of dollars’ worth of space he 
/receives each week. 

Put Mr. Jacobs on a “pay-for- 
your-advertising-basis” and buy 
'tickets for the sports writers. Also 
allow them an entertainment ex- 
pense account to take the place of 
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the entertainment and tickets which 
re now costing the press of Amer- 
ica millions of dollars’ worth of 
space. 

The success of Mr. Jacobs could 
ecsily be attained by any one who 
could go in business and get free 
ertising without stint. 

C. G. ABBEY, 
\dvertising Manager, Daily 
Times, Geneva, N. Y. 
a ee 


‘Make Much More’ 


lo the Editor: We are enclosing 


n> 


bo) 


a war production drive poster that | 
was suggested and executed by a) 


Mae Mc (More 
Ve 


KEEP ON PRODUCING... 


couple of workers in our plant. You 
will notice that it rather cleverly 
brings in our company slogan, 
“Make Much More,” and at the 
same time has an amusing, humor- 
ous note. 

These posters are being used to 
stimulate increased production at 


|for Vita-Ray cosmetics. 
| forbids 


| department 


Manning, Maxwell & Moore's 
Bridgeport plant, Boston plant, and 
Muskegon plant. These three plants 
employ approximately 4,500 work- 
ers who are all devoted to war pro- 
duction of pressure gauges, safety 
valves, thermometers, airplane in- 
struments, cranes and hoists for the 
-use of our Army, Navy and Mer- 
|chant Marine. 
Louis H. BRENDEL, 

Chairman War Production 
| Drive, Manning, Maxwell & 
| Moore, Inc., Bridgeport, Conn. 


Bans Vitamin Claims 


Sterling Products, Inc., and its 
subsidiary, Vita-Ray Corporation, 


|have been ordered by the Federal 
|Trade Commission to 


abandon 
vitamin claims made 
The order 
advertising which repre- 
sents that the cosmetic creams and 
oils “have any added beneficial 
value upon the skin by reason of 


“misleading” 


| their vitamin content.” 


_ | Malone Advanced 


N. E. Malone, formerly advertis- 
ing manager of Seiberling Rubber 
Company, Akron, has been ap- 
pointed merchandise manager of 
the company. George F. Weisen- 
bach, formerly with the advertising 
of Firestone Tire & 


Rubber Company, has_ succeeded 


|him as advertising manager. 


Armed Forces 


Tom Lewis, head of Young & 
Rubicam’s Hollywood office, has 
been commissioned a major in the 
Army and has been assigned to the 
morale division where he will head 
a radio section. Glenhall Taylor 
and Carroll O’Meara will supervise 
Y & R’s office in Maj. Lewis’ ab- 
sence. 

Norman F. D’Evelyn, president of 
D’Evelyn & Wadsworth, San Fran- 
cisco agency, has been commis- 
sioned a captain in the Army engi- 
neers corps. Harry E. Tharsing, 
secretary - treasurer, will conduct 
the business in his absence. 

William Fuchs, in charge of radio 
for the New Orleans office of An- 
fenger Advertising Agency, has 
gone on active duty as first lieuten- 
ant in the Army. Lt. Fuchs was 
replaced by Robert Simpson, for- 
merly advertising manager of Wem- 
bley, Inc. 

John A. Kennedy, president and 
manager of the West Virginia Net- 
work and area director for the War 
Production Board, has reported for 


active duty as_ lieutenant - com- 
mander in the Navy. 
Thomas Clements, advertising 


/ensign 


department, Philadelphia Suburban 
Newspapers, has entered the Army 
as a private at Fort Meade, Md. 
Allen C. Smith, Jr., account ex- 
ecutive with Aitkin-Kynett Com- 
pany, Philadelphia agency, has been 
commissioned a lieutenant (j.g.) in 


the Navy and assigned to Phila- 
delphia Navy Yard. 
Erik Isgrig, production manager 


in the advertising department of 
Household Finance Corporation, 
Chicago, has been commissioned an 
in the Naval Reserve and 
assigned to Great Lakes 
Training Station. 

William J. Scripps, head of WWJ, 
Detroit, has been commissioned a 
first lieutenant in the Army Aijr 
Corps, and has reported for duty. 
Harry Bannister, manager of WWJ, 
will take over Mr. Scripps’ duties 
as secretary - treasurer of Network 
Affiliates, Inc., national trade group, 
until that organization holds its an- 
nual meeting. 

Edgar H. Felix, formerly director 
of Radio Coverage Reports, has 
been commissioned captain and is 
attached to the office of the chief 
signal officer of the Signal Corps, 
U. S. Army. 

Nathan D. Lane, partner in the 
Park Distributing Company, home- 
to-home advertising distributors, 
Philadelphia, has been granted a 


Unmatched production facilities have made this country the ar- 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


senal of democracy. America has this capacity because her in- 
dustries long have been the best salesmen on the globe, and 
have built more and more plants to serve the markets won 
through sustained advertising. In our economy, tank size adver- 
tiser and peep alike have achieved success that is the envy of 
all the nations. In this titanic struggle, it is American industry 
that comes through to win the war. Champion today is supply- 
ing materials for munitions, and business papers for Govern- 
ment. But its three great mills exceed the production that war 
demands of them, and customers large and small are still able 


to secure whatever they need from the complete Champion line. 


MILLS AT HAMILTON, OHIO .. . CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing ... Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


Naval | 


commission in the Navy, and is 
taking a six week training course 
at Notre Dame University. 

Tullio W. Rossetti, partner of the 
Mailograph Company, direct mail 
advertising agency, New York, is 
on leave of absence while serving 
in the 578th Technical School 
Squadron of the Army. Rossetti 
was also an officer of the Associa- 
tion of Advertising Men. 

Joseph W. Morgan, on leave of 
absence from Samuel C. Croot 
Company, New York advertising 
agency, has recently been promoted 
from captain to major, U. S. Army 
anti-aircraft forces. 

H. Wesley Webb, Western man- 
ager of American Telephone and 
Telegraph Company’s Trademark 
Division for the past 13 years, has 
| reported to the Air Force Technical 
Training Command at Jefferson 
| Barracks. He holds a captain’s com- 
mission. 

Gene Sullivan, Western manager 
of International Confectioner and 
Tobacco Leaf, is now general man- 
,ager of “Chanute Field Wings,” 
army newspaper for Chanute Field 
Technical Training School. 

Harold A. Patterson, of the Chi- 
cago sales force of American Maga- 
zine, has accepted a captaincy in 
the Air Corps. He is stationed with 
the Air Force Technical Command 
at Belleville, Ill. Capt. Patterson 
is a veteran of the first World War. 

Major H. M. Van Devender of 
the Georgia State guard, who has 
been a member of the Atlanta Con- 
stitution’s advertising staff since 
1921, has been called to active duty 
with the Army. 

Henry Jackson, Western sales 
)}manager of CBS Radio Sales, Chi- 
|cago, has joined the Army Signal 
Corps. He has been replaced by 
Wendell B. Campbell. 
| Harold J. Stanton, in charge of 
national food and grocery adver- 
itising for the Boston Globe, re- 
ported May 28 for active duty as a 
}captain in the Army Air Corps. 
| Ted Kaufmann, general manager 
lof Reliance Pencil Corporation, 
|Mount Vernon, N. Y., has enlisted 
in the Army. His post will be filled 
|by G. Mark Clute, formerly assist- 
jant sales manager. 

Harry Barsantee, formerly pub- 
/licity manager for the Travelers In- 
surance Company, Hartford, Conn., 
has been made a captain in the 
‘Army Air Corps. He is stationed 
at officers’ training school in Miami. 

James Long, Jack Brannick, and 
| Frank Stunnio, members of the ad- 
|vertising department of the Times, 
Hartford, Conn., have been in- 
ducted into the Army. 

Francis J. Mullin, member of the 
advertising staff Herald-News, Fall 
| River, Mass., his reported for duty 
with the Army. 

C. R. Baines, president of the Ad- 
|vertising Distributors of America, 
New York, is now a colonel in the 
| Army. 


SHOW 


“ST. LOUIS | 


"ST. LOUIS’ great multi- 
sponsored variety pro- | 


gram with fifty-six weeks — 
of continuous top audi-— 
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Two to Hillman Agency 

Hillman-Shane-Breyer, Inc., Los 
Angeles, has been appointed to di- 
rect advertising for Jean Le Seyeux 
& Co., costume jewelry manufac- 
turer, and S. C. Kurtz Mfg. Com- 
pany, which manufactures Kurtz 
oil burners. 


Puff Joins Mutual 

Richard Puff, formerly in charge 
of radio statistics for Cooperative 
Analysis of Broadcasting Reports, 
has joined the Mutual Broadcasting 
System’s sales promotion depart- 
ment as chief statistician. 


PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 


| products 


| verting back to the original 
| terials 
| becomes a question. 


Significant Developments 


Postwar Competition 
of Aluminum 


Speaking out loud on a subject 
frequently mentioned in conversa- 
tions, Mass Transportation for May 
says: “One can easily detect a 
somewhat frantic tone in recent ad- 
vertising messages of the alumi- 
num interests. Surveying recent 
developments, it is quite apparent 
that there may be good reasons to 
ask if aluminum has the jitters.” 

The editorial then points to the 
fact that shortage of aluminum and 
aluminum alloys has forced the de- 


‘velopment of substitutes and, as is | 


usual under such circumstances, 
research, experiments and new de- 
velopments uncover materials 
which are often 
sometimes cheaper than the 
Thus the chance of re- 
ma- 
the war 


and 
original. 
and usages after 

As examples, the _ publication 
cites the use of plastics, plywoods, 
fiber, fiber-plywoods, metallic ply- 
woods, new alloys, etc., in applica- 
tions calling for light weight com- 
bined with strength and durability 
—a field where aluminum has had 
its greatest use. Out of these de- 


The Business Digest 


Reported by the Business Press 
Edited by RALPH O. McGRAW 


and | 
better | 


in Trade and Industry as 


| velopments may come new alloys 


and new combinations that may 
place aluminum in a radically dif- 
ferent competitive position after the 
war. 


This situation, however, is not 
| confined to aluminum alone. A re- 
cent news item, for instance, men- 


tions the possibility of skim milk 
hats, cotton girdles, and vegetable 
quilts as industry's answer to the 
problems of supply posed by war- 
time priorities. And many other 
new developments are proving that 
manufacturing genius can produce 
substitutes of equal or better qual- 
ity and service than those hereto- 
fore made of materials now di- 
verted to wartime needs. The ques- 
tion is whether these articles will 
ever revert to their prewar char- 
| acter. That is but one of the prob- 
lems which must be studied in any 
program of postwar planning. 


# te 


Looking ahead to peacetime, Im- 
|plement & Tractor for May 23 im- 
presses farm implement dealers 
with the advisability of staying in 
business during the war despite its 
many handicaps and problems. The 
| overdue satisfaction of the demand 
|for new equipment will provide 


volume for the new era of peace, 
Editor H. E. Everett asserts. The 
implement and tractor trade may 
enter one of its most prosperous 
eras at that time, he believes. And 
the dealers who have stood by the 
customers will be on hand for the 
business harvest — going concerns 
enjoying good will—while others 
will have to start anew and per- 
haps spend years in gaining a foot- 
hold. Granting that those who con- 


tinue their business during the war | 


materially, as no 
will, Mr. 


may not profit 
average citizen 


Everett | 


feels those who continue will help | 


win the war and in so doing will 

not be sacrificing their tomorrows 

in the industry. 
* * & 

Assumption of responsibility by 
management for doing everything 
in reason to see that their war-cas- 
ualty salesmen find other work 
suitable to their talents is an in- 
spiring episode of the times, says 
Fred DeArmond, writing on 
“What's Happening to Salesmen?” 
in the June WNation’s Business. 
Chances are that after the war 
there will again be plenty of sales 
resistance to overcome, and it will 
call for men who have proved 
themselves in the past. The prob- 
lem now, he suggests, is to retain 
some sort of tie between the com- 
pany and its salesmen and its cus- 
tomers. Many companies are being 
successful in holding their sales 
force intact by using the men on 
service and _ consultation work 


S 


+ ee, 
tation 


NEW YORK fe Ol! 


, 
KSD is the EXCLUSIVE OUTLET 
for NBC in the ST. LOUIS AREA 


It Is 225 Miles From KSD 
to the Nearest NBC Station 


KSD has carried the NBC programs leading in "Firsts" since 
1935 in Nation-wide Star-program popularity polls. 


A Distinguished Broadcasting Station — 


KSD—The St. Louis Post-Dispatch 


POST-DISPATCH BUILDING, ST. LOUIS, MO. 
& PETERS, INC., NATIONAL ADVERTISING REPRESENTATIVES 
ATLANTA ——s SAN FRANCISCO. =————s HOLLYWOOD 


trial 


iduce the new 


among customers, both in the app! - 


cation of their products and in e»- 
gineering substitutes where supply 
is lacking. 

While much is heard about 1 \¢ 
conservation and salvage of mate- 
rials whose supply is limited, 
greater importance, says Mecha»- 
ical Engineering for June, is + ¢ 


conservation and avoidance of 
waste of manpower and bra »- 
power. Every armed service wa) ts 


the best talent it can command, | ut 
it will profit the military establi-)- 
ments little if they rob the ind) \s- 
establishments of the bra n- 
power of those who devise and pp: o- 
and critical inst y- 
ments and weapons upon which -u- 
periority in the field depends quite 
as much as it does upon knowledge 
in their use and maintenance, the 
publication declares. 

The very quantity of regulations 
and amendments affecting business. 
issued from day to day in full lega] 
regalia, creates a condition of want 
in the midst of plenty, declares 
William R. Kuhns in Banking for 
June. In other words, business js 
news poor. In contrast to this pre- 
vailing confusion, the writer asserts 
that the clear voice of business ex- 
pressed through advertising was 
never needed more than it is today. 
It would accomplish two things 
better than any other channe! of 
public information, he says. First. 


it could preach the gospel of sacri- 
| fice to win the war; and second, it 
could keep alive brand names in 
| anticipation of a return to postwar 
heepiowe living. 
a Ms Me 

Someday the war will end, warns 
Leslie E. Neville, editor of Aviation. 
| and it is an important part of pa- 
| triotism to do some thinking now 
about the future. This is the duty 
of every man and woman engaged 
in any phase of war effort, be it 
civil or military, he declares. “If 
we do not set aside a portion of our 
thinking now for postwar planning 
we will be faced with a future ca- 
lamity that will make this terrible 
war seem mild by comparison.” 


P. O. Staging Cleanup 
of Risque Magazines 
In addition to its drive 
seditious publications, the 
Office Department is campaigning 
against magazines’ which print 
allegedly obscene material. Publi- 
cations which have already been 
denied second class mailing privi- 
leges include Keen, Real Screen 
Fun, Spark and Squads Riot. 
Two other magazines, 
Humor and Amazing Detective 
Cases, have been served by Post- 
master General Frank Walker with 
orders to show cause why their 
second class privileges should not 

be revoked. 


Wey Elected President 


A. J. Wey, Cleveland, general 
manager of the Catholic Press 
Union, publisher of official Catholic 
weekly newspapers in the Cleve- 
land and Toledo dioceses, has been 
elected president of the Catholic 
Press Association of the United 
States. 


against 
Post 


College 


GOOD PRINTING! 


© Intelligent service 

© Expert craftsmanship 

© Complete facilities 

© Lowest costs 

© Day and night production 


Let's Get Acquainted 


Sterling Printing Corporation 


Phone— Superior 3277 


" fisk for W. L. Coburn 
325 W. Ohio St. Chicago, 
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More Stations for 
Camels’ ‘Opry’; 
Bob Hawk to NBC 


New York, June 3.—Starting 
July 4, R. J. Reynolds Tobacco 
Company will add 13 more stations 
to “The Grand Ole’ Opry” program 
heard over the NBC-Red network 
Saturdays from 10:30 to 11 p.m., 
EWT. This will bring the total sta- 
tion line-up for Reynolds’ Prince 
Albert tobacco show, now in its 
third year, to 58 outlets. 

Bob Hawk’s “How’m I Doin’ 
program, now aired over CBS, will 
be shifted to NBC-Red as the sum- 
mer replacement for Al Pearce & 
his gang, broadcast over 93 NBC- 
Red outlets on Thursday from 7:30 
to 8 p.m., EWT. Pearce will leave 
the air on July 2 and Hawk will 
take over on July 9. The show is 
aired for Camel cigarets. William 
Esty & Co. is the agency for the 
three R. J. Reynolds programs. 


“True or False” Renewed 


J. B. Williams Company will re- 
new “True or False” for Williams 
shaving cream effective Sept. 14 
for 52 weeks. The program will 
return to the Blue Network in the 
fall after a vacation beginning June 
29. It will be heard at the same 


time, Mondays from 8:30 to 9 p. m., | 


EWT, over 38 Blue 
J. Walter Thompson 
the agency. 


New Time for Miles 


Miles Laboratories will move its 
two programs, aired on the Blue 


outlets. 
Company is 


Network for Alka-Seltzer and 
One-a-Day vitamins to different 


time periods. Beginning June 29, 
“Lum and Abner” will be broadcast 
Mondays through Thursdays from 
10 to 10:15 p.m., EWT, with a re- 
peat broadcast at 11:15 p.m. The 
comedy team is currently heard at 
6:30 p.m., and 10:30 p.m., on Mon- 
days, Tuesdays, Thursdays 
Fridays. 

The “Quiz Kids” will shift to the 
half-hour period Sundays at 7:30 
p.m., EWT, with the repeat at 11:30 


CO-OP COPY 


The College of 


Physicians and Surgeons 
of British Columbia 


A SPECIAL ANNOUNCEMENT 


Owing to the large number of doctors from British 
Columbia who are now serving with His Majesty's Forces 
(about 20% |; 


And owing to the consequent diminution in the number 
of those available to serve the needs of the civil population; 


And owing to the restrictions placed upon the supply of 
gasoline and automobile tires, 


An appeal is hereby made to conserve the time and energy 
of the doctors and to save gasoline and tires, 


1. By making no demands for unnecessary calls; 

2. By not expecting daily visits; 

3. By seeing the doctor at his office when possible; 
4 


By notifying the doctor early in the morning ot the 
need of a visit to the patient's home on the same day 
By complying with the above requests it is hoped that it 


will be possible for the doctors to carry on in such a way that 
none shall suffer im this emergency 


——_—_—— PLEASE NOTE -——_———"——_ 
Every Physscran and r m Practwe m Br 
lad huy 


Medical men in British Columbia used 
this 3 column by 8-inch space in news- 
papers asking the public to avoid un- 
necessary demands on the profession 
because of its heavy wartime duties. 
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Needham & Grohmann 


Hotel Belmont-Plaza, New York, 
has named Needham & Grohmann, 
|New York, to direct advertising. 


States Agree 
to Remove Truck 
Transport Barriers 


Washington, D. C., June 2.—Wip- 
ing out, at least for the duration of 
the war, an assorted array of legal 
bars to efficient distribution, all 48 
states have responded to the fed- 
eral government’s urging by agree- 
ing to uniform minimum standard 
and reciprocal license arrangements 
with respect to motor transport. 

Removal of the _ long-standing 
barrier preventing maximum use 
of trucks in interstate commerce 
came less than a month after state 
and local officials converged on 
Washington to attend a three - day 
conference called by the Depart- 
ment of Commerce to initiate re- 
forms needed to expedite the war 


effort. 


Discarding of motor 
tion barriers governing weight 
loads, lengths and heights is ex- 
pected to be only the first of num- 
erous interstate trade barriers to 
succumb to war conditions. A com- 
mittee on federal-state cooperation, 
headed by Secretary of Commerce 
Jesse Jones, is working to that end 
with the Council of State Govern- 
ments. 


transporta- 


| 


Coming 
Conventions 


June 15-17. Newspaper Advertis- 
ing Executives Association, annual 
meeting, Columbus, O. 

June 17. National Publishers As- 
sociation, midsummer conference, 
Wykagyl Country Club, New Ro- 
chelle, N. Y. 

June 21-25. Advertising Federa- 
tion of America, annual convention, 
Hotel Commodore, New York. 


June 21-25. Pacific Advertising 
Association, annual convention, 
Paradise Inn, Rainier National 


Park, Wash. 

June 29-July 1. National Indus- 
trial Advertisers Association, an- 
nual meeting, Hotel Traymore, At- 
lantic City, N. J. 

Sept. 15-16. National Publishers 
Association, annual meeting, Sky- 
top Lodge, Skytop, Pa. 

Sept. 28-29. Southern Newspaper 
Publishers Association, annual 
meeting, The Arlington, Hot 
Springs, Ark. 

Oct. 26-28. Financial Advertisers 
Association, annual clinic, Edge- 
water Beach Hotel, Chicago. 


Schweppes Agency 

Maxfield & McLeer, Inc., has 
named Bermingham, Castleman & 
Pierce, New York, as advertising 
agency for Schweppes, Ltd., Lon- 
don, England, maker of Schweppes 
Indian quinine water, ginger beer, 
club soda and other mixers. Initial 
copy on Indian quinine water will 
remind consumers that the original 
imported Schweppes is still avail- 
able. 


FACT! 


Fast, Accurate, Complete, 
Terse—these 4 make Wash- 
ington Bulletin in Business 
Week the most useful re- 
porting of Washington news. 


and 


p.m., beginning July 12, from their | 


current spot Wednesdays at 8 p.m., 
and 11 p.m. The last Wednesday 
broadcast will be on July 8. Wade 
Advertising Agency, Chicago, di- 
rects the account. 


Adclub Names Officers 


R. G. (Bud) Landis, advertising 
director, Shell Oil Company, has 
been elected president of the San 
Francisco Advertising Club. Wm. 
F. Fielder, Fielder-Sorenson & 
Davis, was elected vice-president: 
Glory Palm, Zellerbach Paper Com- 
pany, secretary on board; and L. 


Harter Markwood, W. P. Fuller & | 


Co., treasurer. 


200 


| 
KAUFMANN FABRY 


825 SW ARASH AVE. CHICAGO | 


90,000 WATTS 


660 KILOCYCLES 
NBC RED NETWORK 


Introducin emcees 


‘The Children's Hour 


kd Herlihy and Mr. Frank Hardart, 
Vice President of the Horn & Hardart Company Their topic: 
(Sunday morninga on WEAF), 


& “Largest audience... sales 
going beautifully.” 


Thanks for telling us the facts, Mr. 
Hardart. And, Mr. Herlihy, Sunday 
morning is just one of many periods 
when WEAF leads all other stations 
in listeners. With its top-ranking 
Red Network shows and local pro- 
grams, it’s naturally a leader in this, 


the World's Richest Market. 


But. as Mr. Hardart says, what 
counts most is sales. That's why 
WEAF’ s programs, announcers, and 
entire thinking are geared to sell...to 
sell hard and produce results. WEAF 


can do it for your product, too. 
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Newspaper Reps 
Develop National 
Organization Plans 


New York, June 4.—The emer- 
gence of newspaper representatives 
as an important coordinated na- 
tional, unit in the over-all advertis- 
ing picture will be signalized next 
week by the first meeting of the di- 
rectors of the newly organized 
American Association of Newspaper 
Representatives, at the Deshler- 
Wallick Hotel, Columbus, O. 

In laying out a tentative program 


of newspaper linage from specific 
accounts. 

The key role of the newspaper 
rep was emphasized a few years | 
ago when the Bureau of Advertis- 
ing added to its board of directors | 
two members from the New York | 
Representatives Association and 
two from the Chicago Representa- | 
tives Association. The new national | 


setup will continue to work closely | 


| with the Bureau. 


Liquor Sales Rise 


| Gross sales of the Michigan 
| Liquor Control Commission totaled 
| $16,856,566 in the first three months 


S 


OU'vVE BEEN pretty fair ot the 
Y thing called propaganda Goebbels 


rights It's really just another of our freedoms. 


Were on the Ylarch, Gornstis... 


» 24 Hours a Day 


Ee (Days a Week! 


Of course, until recently th system has been 


Radical Changes 
Urged in Radio 
Programs, Rates 


New York, June 4.—Contend ng 
that the current “network monup- 
oly litigation” would solve none 
of broadcasting’s ills, Bernard B. 
Smith, New York attorney, writing 
in the June Harpers, proposes three 
basic reforms in the present c 
mercial 


me 
i 


a ; 2 t: a cial ” ye hnow veedom reedom fully occupied supplying the time needs radio system to “insur 
for the association’s activities, lead- this year, an increase of $4,297,978 Your bund of powon sprinkled over France, Nor ane Suuhnst oumae Weonmanend od Seummbeband tabs wiles ontete Bat your P y ” . re 
, ; ; over the corresponding months of way. Denmart, Belgium. Austria, Holland, don't bother with such trifes over there—except pe! Hirohito forgot himeeif. There was an inci better public service. 
ing representatives here pointed) 1941, State-owned liquor stores aes” | hUh eee en me 1. That networks be required to 
¢ ; ¢ ~ occurs to us that you may be running out This industrial system of ours has made ow re interested we y juce in . . 
out that the combined sales staffs|sold only 27 per cent of the total, snes That he may bet ew Pe hap. program thes ty ya tw, Gonba than te yor. whst ok yo ton ba build and create radio programs jn- 
of New York members total over | privately owned retail stores and cael upon Mave hen made, But altogether has worked alone wil be turning out 24 bombers» day" A dependently of national advertis- 
300, with a manpower of more than | drinking houses selling the rest. gt Nt Reet tie ers and agencies 
: : sas SD iuninen a eioh oi ae, Oo ad —afey Am it. They like the ides of being paid the world’s ye've accerten the order to 5 & . 
250 in Chicago and many additional you up to date Lifon cage. GS emttg & cneutts cm tat feat the wartd you're 2. That every network commer- 
: 7 . acuum cleaner, « radio, « machine — fighting, Goebbela. And we'll deliver. At ¢ a 
men in Philadelphia, Boston, De-|Hubbs Named Treasurer OSE ee SR ees Tb nee dee. te cen oS ee cial program be made available to 


troit, Atlanta, Los Angeles, San 
Francisco and Seattle. Small com- 
mittees have already been appointed 
to undertake the joint development 


H. D. Hubbs, sales manager of 
Monmouth Products Company, 
|Cleveland manufacturer, has been 
| elected treasurer of the company. 


4 a e 
Souvenirs” from Niagara... 


WWIL Daytime Coverage 
PRIMARY and SECONDARY 


GEORGIA 


something We call it an industrial system — but 
it's more of « pattern of life It's « sort of « gi 
gantic combnation of factones and mills and 
farms and mines and packing houses, of trans 
portation and communication and millions of 


country in the world 


people The people are important, Goebbels Did 
that ever occur to you” 

But to continue — this system based on the 
principle of free enterprise. That means « man 
can engage in any form of business he chooses, 
buy aod sell without restrictions or meddling so 
long as he doesn't trespass on his neighbor's 


cm * a e 


S 


J 


may do in your country. That's why people 
would rather live in America than in any other 


UT THE ONE THING we want to call 

to your particular attention, 
Goebbels w the final result this industnal system 
has achieved. This we call U S. mass produc 
tuom It's part of a cycte that influences ous whole 
way of life Mam employment, mass production. 
mas edvertuing mass distribution mas owner 
shup You sve the pattern. Goebbels” 


sutomotive production. That's U S mas pro- 
duction on the march! No power in the world 
can stop it 

We didn't like to call halt to our way of life, 
Goebbels—but you dealt the hand We didn't 
lake to give these names a leave of absence from 
our homes these great names in Amencan 
andustry around which we have fashioned our 
lives. And we know they'll be back —to build the 
Digger. better peace that is to come 

Meantime Goebbels. we yust wanted to bring 
you up to date 


& ® e te e 


‘his 


hing else is happ 


ing in Ameri 


the whole world will know in due 


time. It ian't interfering with the main job—it's helping it! It's going on back of the closed doors of 
laboratories, quietly in the offices of government, at the blasing furnaces of the steel mills—wherever 
men work—a new, greater America is being born. Born out of the tremendous demands of war. Men in 
industry are accomplishing undreamed of miracles. Men of science casting into the discard the 
methods we called modern. Unbelievable speed is replacing what we called speed. New materials, 

new ways, progress. The wonders of the new nation to come are not just dreams — they are 

in the making, now, for the future America works for, fights for, saves for—when the tough 

job of winning this war is done. Proud of its contribution to America’s past, aware of its 

deep responsibilities in the present —The Saturday Evening Post builds constructively; 

that its part may be great in this nation's future life. 


One of « seres of statements appearing 
regularly in The Seturdey Evening Post 


THE SATURDAY EVENING POST 


This is one of a series of full-page advertisements by which The Saturday Evening 

Post hopes to accomplish the job of interpreting America—including the indus- 

trial empire which has plunged wholeheartedly into the war effort—to America 

itself. The series, beginning with the June 6 issue, will appear for an indefinite 
period. 


Centralize Public 
Relations Work of 
Canada Officials 


Over-All Consumer 
Information Bureau 


to Be Set Up 


Information Service now being set 


ment of Public Information. Leon- 


If large nation-wide circulation is 


loid would have 


anticipated it is expected the tab- 
to be printed 
simultaneously from mats in four 
or five regional centers. 


Other projects include: educa- 


|tional material for retail clerks in 


the form of a small compact bul- 


all stations on the network, adver- 
tisers purchasing the right to local] 
“cut in” announcements in 
market they wish, instead of 
chasing the entire time period and 
the entire network. Thus a dozen 
or more national, regional, and 
local advertisers might be repre- 
sented as sponsors of the same pro- 
gram in different territories. 

3. That advertisers pay for ac- 
tual circulation, rates to be calcu- 
lated from a formula based on 
power, frequency, number of radio 
homes in the station’s broadcast 
area, and a week-by-week audit of 
the audience by a sampling method 
such as the Cooperative Analysis of 
Broadcasting. 


“Operated in Advertisers’ Service” 


Pointing to the purchase of large 
blocks of choice time by Procter & 
Gamble, Lever Brothers, General 
Mills, and other large advertisers, 
Mr. Smith writes: “It seems pretty 
| clear that the networks have been 
|operated primarily in the service of 
the advertisers rather than in the 
interest of the public, and it is in 
this fact, rather than the allegedly 
monopolistic character of the in- 
dustry that the basic deficiencies of 


each 


pure 


letin service to be distributed| American network broadcasting 
|through retail merchants’ associa-| have their origins.” 
tions and other organized groups Decrying the present system in 


and through employment managers 
of large department stores; posters 
for retail outlets in chart form; a 
five-minute daily “consumer time” 


|stations; weekly series of combined 


up here as a branch of the Depart- | 
on 


photographic and editorial articles 
single products affected by 


ard Knott, of Editorial Associates, | S2ortages, controlled marketing, etc. 


which “the cost of advertising de- 
pends to the very largest degree 
upon the skill of an advertising 
agency in obtaining for an adver- 


broadcast of up-to-the - minute /|tiser a radio program of great popu- 
| Ottawa, Ont., June 4.—Canada is|comment on current news and _/|lar appeal at the lowest possible 
coordinating all consumer informa-/|regulations to be distributed both | cost,” Mr. Smith says that many 
tion through a central Consumer|to the CBS and to independent | agencies would welcome a change 


of network practice that would re- 
lieve them of the responsibility and 
icost of radio program production 
and talent scouting. 

| The attorney points out that 


ae a 
scat 


Ltd., Montreal, has been named Co- | 
ordinator of Consumer Information. | 
His services are being loaned by his | 
company to the government. 

CIS has a four-fold purpose: 

1. To prevent duplication of | 
effort, contradiction of statements 
and confusion among consumers by 
checking all press releases, radio 
scripts, printed material, films, etc., 
prepared by individual departments 
and submitted to it. 

2. To coordinate information 
when two or more departments 
jare desirous of providing informa- 
io about the same or similar sub- 


Would Provide Women’s Feature 


| Lowell Thomas is heard over only 


For women’s pages it is suggested | 25 stations, because Sun Oil ( ~aigi 
that CIS establish and develop a) P@ny sells only regionally, while @ 
regular weekly mat and photo serv-| tobacco or coffee program may be 
ice designed along the same lines| heard from coast to coast. 
as existing American services. This| “Tous the advertiser determines 
material would, it is believed, take |0t only what the people of the 
the place of features and mats now | Country shall listen to,” he says, 
supplied from U. S. news services| but also in accordance with his 
and syndicates which, because of |®W" market problems and at pre a 
‘differences in war regulations, are | @MCe, frequently, with the public 
no longer generally applicable to |imterest—precisely what sections 0 
Canadian readers. ithe country are going to be per- 

mitted to hear a specific broadcast 


You get both with: 


NEW ORLEANS 


to New Location Rockwell to ‘Screenland’ 


| jects. | American Foreign Credit Under- | : 
| 3. To provide complete and de-| writers Corporation, New York,| Homer M. Rockwell, of the East- 
| tailed information for those partici-|trade and credit organization andjern sales staff of Macfadde: Wo- 


|pating departments which have no eee = pein! ieee | 

'press or publicity bureaus of their |A™erica Industrial and The Market | 
50,000 watts - - clear channel fees ; . ; Page for Latin America, has moved | 

: ' _ ,|its offices from 84 William street to | 

4. To supplement work done by 1170 Broadway. 
information sections of participat- 


ing departments which have pub- 


licity facilities, by preparation of 
additional special material and use 
of wider and established informa- 
tion outlets. 
Central Illinois is booming 
industrially and agricultur- 
ally. Reach a big chunk of 
it thru the DECATUR station, 


men’s Group, has_ been 
Eastern advertising manager °% 
Screenland. Mr. Rockwell succees 
Bert Orde, who received a commis- 
sion in the Army air corps. 


namec 


Honeymooners go to Niagara Falls—and so do the far-flung pro- 


grams of WWL. New Orleans. We have postmarks to substan- 


250 W. 1340. Full Time. 
Sears & Ayer, Hept 
Local help give" 


tiate our plus-coverage all over the Western Hemisphere. 


| 


For a real torrent of sales. however, WWL users need look no Many Departments Linked 


Participating government depart- 
ments, linked together through a 
policy committee, include: Wartime 
Prices and Trade Board; Agricul- 
ture; Fisheries; Pensions and 
|Health; Salvage; War Savings; De- 
ier oan, of Munitions and Supply. 
| Plans now under discussion in- 
\clude a consumer tabloid news- 
|paper to “summarize regulations, 
hedge existing conditions and pre- 
| Sent to consumers as complete a 
|picture of the situation as possible.” 


further than the key city of the Deep South. Unchallenged 


leadership in power, listener loyalty, and results combine to 


make WWL 


m= ro eUmER FOLDERS LABELED TO YOUR CONTAINERS 


ty MIN 


9 


The greatest selling POWER 
in the South’s greatest city 


OUTSERTS, 11 West 42nd. St» 
imcorPorateco, NEW YORK, N.Y 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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ADVERTISING AGE 23 uo 


For reference data on these 
media consult the 


MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 
CinciAnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 
Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utah 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don kee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 
Publicity Distributing Co. 


Rock Island Argus 


St. Louis Globe-Democrat 
San Antonio Express and Evening News 
Scripps-Howard Newspapers 


This Week 

Topeka Daily Capital 

Topeka State Journal 
Transportation Advertisers Inc. 
Triple A Advertising Carriers 


Ueber and Sons Advertising Agency 
United Advertising Corp. 


WAVE, Louisville, Ky. 
WBEN, Buffalo, N. Y. 
WCOP, Boston, Mass. 
WFBL, Syracuse, N. Y. 
WEFEBR, Baltimore, Md. 
WFIL, Philadelphia, Pa. 
WHAM, Rochester, N. Y. 
WHBF, Moline-Rock Island, Ill. 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Kenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


Here’s What 


The Mennen Co. 


Thinks About 


The Market Data Book! 


The bigger the advertiser, the more markets he must 
cover, the more products he must promote, and the 
larger appropriation he must profitably expend, the 
more useful he finds the Consumer Markets Edition of 
the Market Data Book. That is why our files are 
crowded with enthusiastic letters of commendation 
from the most important adver- 
tisers and advertising agencies in 
the country, 

The Mennen Company, for ex- 
ample, is known as a skilful and 
successful advertiser, whose prod- 
ucts ace known and liked by mil- 
lions of men, women and children. 
Its brand names are familiar to 
general consumers, to druggists, to 
physicians and to hospital admin- 
istrators as standards of quality in 
their respective fields. To keep 
all of its products before all its 
markets means that it must have 
detailed, accurate, authoritative 
facts and figures on all consumer 
markets. 

So when J. H. Miller, advertis- 
ing manager of the Mennen Com- 
pany, adds his voice to the chorus 
of enthusiastic users of the Market Data Book, it really 
means something. Listen: 

“I have had a number of occasions on which to use 
the Market Data Book, and want to compliment you 
on the completeness of this volume. 

“Any man dealing with advertising, merchandising 
and sales problems should find it invaluable.” 

Like so many other experienced advertising execu- 
tives, Mr. Miller emphasizes the completeness of the 
Market Data Book. It’s the only 
reference book for advertisers which has complete 
official figures on all consumer markets, broken down by 
counties, cities, states, regions and the nation! No 


And no wonder! 


matter what you want to know about any marketing 
unit, you can find it quickly and easily in the Market 
Data Book! 

Its 479 pages of data contain not enly all U. 5. figures 
on population, retail sales, and urban, metropolitan and 


JOHN H. MILLER 


rural markets, but also data from other official sources 
covering such significant indicators of consumer buying 
power as distribution of residence telephones and elee- 
tric meters, automobile registrations, income tax re- 
turns, ete.. all broken down by counties, so as to make 
the figures really useful in studying individual markets. 
(Incidentally, we spend as much 
as $600 to obtain one single item 
of information for the Market 
Data Book.) 

Here's another important fea- 
ture which makes this book, rated 
as “standard equipment” by na- 
tional advertisers and their aven- 
cies, so useful, Media representa- 
tion consists not of “ads”, but of 
factual reference data, giving the 
user an opportunity to study avail- 
able advertising coverage of the 
markets which are deseribed in 
the accompanying text. 

Copy filed by media in the Mar- 
ket Data Book is based on speci- 
fications set up by advertisers and 
agency executives, who told us ex- 
actly what they want to know 
when they are studying markets 
and media. Hence media information filed in the Mar- 
ket Data Book is not like current promotion, but repre- 
sents brasstacks information on circulation, market 
coverage, editorial and merchandising services, adver- 
tising results stories, comparative costs and other data 
the busy executive wants to have when he is fitting ad- 
vertising media to a definite marketing program. 


The Market Data Book is a proven time-saver for the 
national advertiser and his agency—combining in one 
standard reference work all the information which 
otherwise could be obtained only by referring to a 
dozen or more sources. Make sure that all those who 
have to study markets and media in your organization 
are thoroughly familiar with the tremendous time-sav- 
ing value of the Market Data Book. It’s standard equip- 
ment in the busy office which has to work with facts 
and figures. 


THE MARKET DATA Book 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


NEW YORK 
330 W. 42nd St. 


CHICAGO 
100 E. Ohio St. 


LOS ANGELES 
Simpson-Reilly, Ltd. 
Garfield Bldg. 


SAN FRANCISCO 
Simpson-Reilly, Ltd. 
Russ Bldg. 
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ANA Study Shows 
“41 Business Paper 


Circulation Gains 


| New York, June 2.—Out oF a 
group of 409 business papers, 64 per 
;cent increased their circulation 
‘during 1941, according to the ninth 


ADVERTISING AGE 


]. Walter Thompson AXIS JAB 


Named Agency for 
Brewers Group | 


New York, June 2.—Brewing In- 
dustry Foundation today named J. 
Walter Thompson Company to di-| 
rect its advertising. There will be 


_ Getting Personal 


William Bayard Okie, Jr., son of the J. M. Mathes v.p., is the sub- 
ject of a New Yorker “profile,” which hails him as the man who 
“raised shop window decorating from a Saturday night chore to a fine 
art.” Pere Okie is pictured as a disappointed papa because Junior 
preferred to play with model stage sets instead of turning out to be a 
formidable boxer. . . Florida has a permanent resident in the person 


no change in the Foundation’s copy of Marvin S. Knight, who has just resigned as a Wm. Esty & Co. v.p. edition of “A Rate & Circulat yn 
theme or type of promotion, cuss He’s retired from the advertising business for good. . . Study of 417 Class, , Trade nd Pm 
rent monthly insertions in Collier’s, Rufus Choate, v.p. of Donahue & Coe, had a close call recently | Technical Publications, _ issued this us 
Liberty, Life and United States when two army planes collided in mid-air and crashed outside his week by the Association of Na. - 
News being scheduled to continue | home in Teaneck, N. J. Flying debris tore through his window, di- tional Advertisers. he 
as heretofore. Newell - Emmett | rectly across his bed and into an open clothes closet. The barrage | The study, prepared by the ¢ m- , 
Company has handled the saeooeee! of wreckage gave the neighborhood a first-rate invasion scare! , ‘mittee on trade and technical pDub- In 
for the past four years. It's a boy at the home of Robert Morrison, of J. M. Mathes’ radio | ications of the Industrial Adve tis- lat 
Recently Changed Name | dept. The new arrival, his first child, has been christened Robert ‘eee oe Ph min sal yrs <é S 
, a : ee ge md ot 7 

Until last January the brewer's You won’t find her name in Standard Advertising Register but | 276 Audit Bureau of Circula! ns 
group was known as United Brew- “Martha,” doberman pinscher belonging to John Hertz, Jr., v.p. of jand 141 Controlled Circul tlon fa’ 
_ Industrial Foundation, but the} Buchanan & Co., frequently accompanies her master to business and Audit publications for the 13-\ear & 
aes shorter navsencnae — adopted at} he pin-cushion posterior of this war- shares his office during working hours. . . The army isn’t going to hygeo 1929-41. du 
ee ee ___| time desk-top gadget gets a jab from the | interfere with the marriage of Harold R. Kyff, ex-Esty production | During 1941, 23 per cent of the pa 
Magazine copy stresses the pleas- inventor, Charles P. Englebardt, sales | man. He’s stationed at Camp Shelby, Miss., but will take time off any raised their one-time page pr 
ure to be derived irom oy = promotion manager of Schenley Distillers | to marry Jeanne Lyon later this month. . . Robert H. Feldman, asst. tee ang compared with 1940, While ot 
i. tea Psd og io Corp. ad manager of Finlay Straus Jewelry Co., has become engaged to sci cuits tae Ngo ng « 
li ro } tl : “Moral 4 a lot : Louise Metzenbaum.. . t rat 7“ Bt a i - ane y 
en SAG Sams, — that an advertising unit has been net rate per page per thousand was ea 
of little things. ostebiiaieed increased by 48 per cent of the th 
aT “Miss Dart, for many years secre- STELLAR PERFORMERS AT DETROIT FROLIC far om nln ges the 7 

ar — _ P Se - of 3é ate, and the 
Florence Dart  ptoameaeas at 0 Gineeter at so =) oe axe 
Is Ad S ecialist delphia, has served as president of a net per thousand unchanged. , 
Pp both the Philadelphia Club of Ad- ais al : 
for U S Bureau vertising Women and the Women’s 4 ae Western Electric Releases . 
oo Advertising Club of the World. " e 
Washi 9 _| New Sound Film tis 
ashington, D. C., June 2.—| Corrie Cloyes Named - 
Florence Dart, veteran’ Phila-| | “Telephone Arsenal,” a new sound a 
delphia agency official, has been| The Department has taken an rate produced by Western Ele trie he 

the Bureau of Foreign and Domes-| recent years, and is now advocating caviaed te mere than 10600 
tic Commerce. Her appointment| use of paid space by the govern- company employes and their oa re 
marks the first time in the history| ment despite opposition of other lies. The film points the parallel se! 
of the Department of Commerce federal agencies and departments. between America’s place as the to 
Miss Dart’s appointment was an- arsenal of democracy and Western th 


at a dinner of the Phila- | 
Club of Advertising Wo-| 
men by John H. Morse, chief of the | 


| nounced 


‘s . | delphia 
TOP Circulation | — 


Electric’s function as the “arsenal 
of telephony” for the Bell System 
and, to a large degree, the armed 


in Connecticut division of commercial and eco- | | forces. _ a th 
nomic information. At the same) The "young lady" at the left, Dawn O'Day in the skit, "Bottoms Up," in the annual | to ee ee a ap ye ~~ 

time, Mr. Morse announced that) Detroit Adcraft Club Frolic, is none other than Fred M. Dorris. Stars of “Bundling rect , mre we eo “ ° ade y' re | 

Corrie Cloyes, formerly assistant! for Britain," another skit, are (left to right) “The Bobby," Hugh Kaumeier; eiinits on tha sais , ve do 

advertising manager of Phila- ‘“arriet,"" Gordon E. Hitt; “arry,"’ Kenneth L. Wright, and "The Beak,’’ Edward military operations involving West- ve 

delphia Electric Company, had been | C. Parker. (Photo by Ransier Studio.) ‘ern Electric products. od 

/named his assistant. | “ 

Upon his graduation from Yale on June 8, J. Robert Welch, son . . ‘ 

| of James A. Welch, Crowell-Collier v.p. & AFA pres., will enter the Prize Winners Announced re 

“i \ Marine Corps. He will probably stay on at New Haven for his train- | Jack A. Hybarger, Leonard's, . 
7 ing period. .. Dick Pearson, son of Earle Pearson, AFA general mgr., fb nde a, inne Mie a A bi 

who will also receive his sheepskin, will remain at Yale to do admin- rome angen prem ge ‘s in ty 

istrative work. . . ners in The Sporting Goods Dealer's re 


Lav THE Foose 


Mary Grabhorn, daughter of Murray B. Grabhorn, Blue Network 
nat’l. spot sales mgr., has become the bride of Lt. John Stewart. 

fter the ceremony the couple headed for Camp Polk, La., where 
Lt. Stewart is stationed. . . 


national window display and news- 
paper advertising contests conducted 
in conjunction with National Base- 
ball Week. 


ated from Williams in 1910. . . 
John F. Tinsley, pres. and gen. mgr. of Crompton & Knowles Loom | 
Works, Worcester, Mass., was recently presented with a traveling bag 


! Three officers of the Penton Publishing Company, Cleveland, share — 19 
a distinction unique in the publishing field—all of them served during Three to Hartman fe 

= their college days as managing editor of the daily newspaper of | Goce Glee ’ me 

Purdue University. They are E. L. Shaner, president; George O. ‘cue ng age gage i - 

Hays, vice-president, and Frank G. Steinbach, secretary. . . aeal ‘aiusina ya saewei Seed ri lo 

Whatever your product or service may be, Hamilton B. Wood, pres. of Worcester Lithograph Corp., was elected Plant Company Galesburg : Mich.. 

we'll gladly prove this fact: that you can vice-president of the Gargoyle Alumni Association at commencement | and Elkay Mfg. Company and Jel- = 

sell more at less cost by using the “Twins” | exercises of Williams College, Williamstown, Mass. Mr. Wood gradu- | Sert Company, Chicago. Cx 


to cover the rich, populous Texas Gulf 
Coast. 


by the Massachusetts Vocational Association. The gift recognized 
Houston’s KXYZ . . . and KRIS of Corpus | Mr. Tinsley’s 24 years of service as president of the board of trustees na 
Christi — the super-selling “Twins” — | of Worcester Boys’ Trade School. . . Ct 
blanket Texas’ two great metropolitan cen- Albert E. Marshall, pres. of Rumford Chemical Works and vice-pres. af 
ters situated in areas nature geared to war and director of General Aniline and Film Corp., was given the hono- 
etusiten, 0 Ml find — rary degree of Doctor of Science at commencement exercises held 50 
Sa Se oo saint“ by Rhode Island State College. . . St 


versions, no lay-offs . . . because oil, cotton, 


chemicals, live stock, farm produce and Clough, president of Abbott Laboratories, by Knox College, Galesburg, 


An honorary degree of Doctor of Laws was conferred upon S. DeWitt | 
Ill., at its 97th commencement. Niles Trammell, president of the 


Gulf Coast manufactured armaments are 


in greater demand than ever before National Broadcasting Company, delivered the commencement ad- 
dress at DePauw University on May 31. Special honors were 
Now, why don’t you learn all about the accorded Mr. Trammell at the exercises. Appearing with him on 


the program were Gov. Henry F. Schricker of Indiana and Kenneth 
C. Hogate, editor of the Wall Street Journal and president of Dow- 
Jones Company. Mr. Hogate is a DePauw alumnus and a former 
member of its board of trustees. . . 

Orlando Blackburn, a.m. of the Daily Citizen, Cushing, Okla., has 
been elected vice-president of the Cushing Junior Chamber of Com- 
merce. . . Paul Hoheisel, a.m. of Oklahoma Gas & Electric Co., Okla- 
homa City, has been appointed national counselor for the state in the 


Represented special combination rates and the unique 


nationally by the 
Branham Co. 


merchandising extras offered by the 
“Twins”? A brief note from you will turn 
the trick. 


National Aeronautical Ass’n. He was previously president of the 
Oklahoma City NAA chapter. . . 
Fred M. Young, president of Young Radiator Co., Racine, Wis., 


awarded war bonds and stamps to six employes who had contributed 
valuable suggestions for increased production at one of the company’s 
“Volume for Victory” meetings. . . Willis M. Ball, editor-in-chief of 
the Florida Times-Union, Jacksonville, was awarded an honorary 
LL.D. degree at the University of Florida’s commencement May 24... 

Everett W. Golden, Jr., a.m. of Keystone Laboratories, Memphis, 
Tenn., has joined the toiletries and cosmetics committee of the War 
Production Board. . . The San Francisco Chamber of Commerce re- 
cently awarded a plaque to Station KYA in recognition of the station’s 
services in promotion of the chamber’s aims. Harold H. Meyer, station 
manager, accepted the award... 

The paint industry will honor Ernest T. Trigg, president of the 
National Paint, Varnish & Lacquer Ass’‘n., at a testimonial dinner 
June 30, sponsored by the Philadelphia Paint, Varnish and Lacquer 
Ass’n. This year is Mr. Trigg’s 50th in the paint business. He has 
| headed the NPVLA since 1933. . . 


Re 
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Represented by Headley-Reed Co 
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Combination Copy 
Solves Problems 
of Fan Advertiser 


Chicago, June 4.—With an un- 
usual combination of four different 
copy techniques—‘strip,” “verse,” 
“service-to-the reader copy” and 
“selling copy’—Robbins & Myers, 
Inc., of Springfield, O., this week 
launched its 1942 electric fan cam- 
paign in the June 6 Saturday Eve- 
ning Post. 

Largest magazine advertiser of | 
fans for many years, the Robbins 
& Myers organization found itself, 
during the early spring pre-cam- 
paign period, in much the same} 
predicament experienced by most 
other makers of electrical consumer 
goods. Production was restricted 
by priority orders. Yet while the 
early season demand far exceeded 
the stocks available, there were 
enough fans in wholesalers’ hands | 
to provide most retail outlets with 
a fair supply. 

As a result, the company was 
faced with the problems of how to! 
give advertising support to those | 
dealers who would get representa- 
tive stocks of fans, without creating 
a demand greater than the supply; | 
how to help those R & M dealers | 
who were going after service busi- | 
ness; and how to assure the utmost 
remembrance-value through actual 
service to the reader, and thus help 
to maintain R & M’s standing in 
the field. 


Comes Up with Answer 


The answer to these questions is 
a series of %3-page ads, all carrying 
the running theme, “Keep Cool— 
Work Better, America!’’ They are 
done in the “strip” technique, with 
verse-type copy pointing out meth- | 
ods by which both fan owners and | 
prospective owners might get more | 


use and comfort from their fans—|f 


the “payoff” verse putting in a plug | 
for dealers handling service. 

The story winds up with a short 
bit of “selling copy” outlining that 
“while R & M fans are scarce, some | 
retailers still have a few’—and 
tells briefly the advantages to be 
gained by looking especially for the 


R & M brand. . 


While plans for the summer of}! 
1943 are uncertain, the company 
feels that this “combination treat- 
ment’ not only solves its current 
problems, but will provide the) 
logical stepping-stone into an insti- | 
tutional campaign if and when it 
seems advisable. Erwin, Wasey & 
Co. directs the account. 


Cottrell Advanced 


Philip Cottrell, formerly assistant 
national advertising manager of the | 
Cineinnati Times-Star, has been! 
appointed national advertising 
Manager, succeeding Fred D. Oex- | 
man, who has retired after almost 
50 years’ service with the Times-| 
Star. 


eee 


Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 
5854, we will tell you. 


Cash Replaces Stamps 
in Royal Scarlet Copy 


Following the Treasury Depart- 
;}ment’s recent disapproval of war 
stamps as premiums, R. C. Wil- 
| liams & Co., maker of Royal Scarlet 
foods, has substituted 25 cents in 
;}cash for its previous offer of 25- 
/cent war savings stamps for 25 
|labels from its products. The al- 
tered copy made its appearance this 
week in 20 New York and New 
England newspapers, placed by 
Alley & Richards Company, Wil- 
liams’ agency. 

The war stamps angle is played 
up in a cartoon illustration, show- 
ing a woman with a stamp book, 


saying, “I buy extra war stamps 
with the quarters I get for Royal 
Scarlet labels. It’s a wonderful 
idea!” 


Technical Group 
Aids in Licensing 
Papers for Export 


Washington, D. C., vune 4.— 
Licensing of publications for export 
| has taken a new tack—at least as far 
as technical publications are 
cerned—with the appointment of 
an advisory committee of seven 
business paper executives to help 
in developing practical and work- 
able methods of keeping valuable 
technical data from reaching the 
hands of the enemy. 

The new committee, which works 
with the Office of Exports, Board 
of Economic Warfare, and with Col. 
|F. R. Kerr, chief of the exports 


con- 


control branch, was set up as a 
result of a meeting called by the 
BEW in New York late in April. 
Members of the advisory board are 
Julian Chase, Chilton Publications, 
Philadelphia; Luther P. Eisenhart. 
National Research Council, Prince- 
ton, N. J.; Kingsley Rice, Technical 
Publishing Company, Chicago; Ear] 
Shaner, Penton Publishing Com- 
pany, Cleveland; Norman Shidle, 
Journal of the Society of Automo- 
tive Engineers, New York: and Rex 
W. Wadman, representing the Na- 


tional Business Papers Association. 


The advisory committee's first 
meeting was held last month, at 
which time it was recommended 
that a questionnaire be sent to busi- 
ness papers which would enable the 
BEW to gauge the extent of circu- 


lation sent regularly to countries 
outside the United States, and this 
questionnaire was mailed to pub- 
lishers this week. Along with it 
was sent an application form for 
those desiring to submit for exami- 
nation prior to export “certain de- 
signed publications devoted in 
whole or in part to technical, pro- 
fessional or scientific matters.” 

It is hoped that eventually a sys- 
tem may be worked out which will 
preclude the necessity for sending 
all such material to one or two 
offices. At present, however, the 
application form declares specifi- 
cally that all applications and cor- 
respondence must be addressed to 
the Office of Exports in Washing- 
| ton, or to its field office at 500 Fifth 
lavenue, New York. 


Photograph from Food and Dietary section 


® 


000,000 a year for food products. 


of Hospital Management 


You are looking at one of the most important consumers of food products 
in the whole country—the hospital patient. Including food requirements of 
patients, staff and employes, the hospitals of America spend more than $200,- 
This doesn’t include the additional large 
amounts necessary for preparation and service. 


Hospitaltown is not only a major food market—bigger than all but ten of 
the largest urban markets of the country— but it is compact and easily sold. 
The administrators and dietitians, who purchase the food products needed to 
maintain the highest nutritional standards, can be readily contacted and 


sold. They are interested in branded products as assurance of uniform quality. 


Hospital Management is the favorite magazine of these major food buyers. 
It is must reading for food buyers, because it publishes the livest and most 
interesting food pages appearing in any hospital journal. 
sell a consumer market which deserves a high place on your list, use Hospital 
Management, as leading national food advertisers are now doing. 


To 


HOSPITAL MANAGEMENT 


The only hospital publication which is a member of both the ABC and ABP 


New York: 330 W. 42nd St. Phone Bryant 9-6432 


Chicago: 100 E. Ohio St. 


Her Annual 
food bill Ts 
$200, 000,000 


a Year! 


contact and 


aly 


Phone Del. 1337 
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Store Distribution, 
Test Copy Planned 
for Case Remedy 


Brockton, Mass., June 3.—After 
pursuing a policy of direct mail 
selling for 35 years, Paul Case 
Company completed plans _ this 
week for switching distribution of 
its rheumatic pain remedy to drug 
stores, backed by consistent small- 
space newspaper insertions. 

Before entering newspapers na- 
tionally, however, a copy test will 
be launched during June using 
every daily in the state of Michi- 
gan, with weekly 25-line ads sched- 
uled to appear in over 100 news- 
papers. This will be followed in 
September by a national drive in 
newspapers in every state and 
small ads in 24 magazines. Jasper, 
Lynch & Fishel, New York, directs 
the Case account. 


Hecker Names Head 

Hecker Products Corporation has 
elected Leonard G. Blumenschine 
president to succeed Guy Lemmon, 
recently resigned. Mr. Blumen- 
schine will continue as president of 
Best Foods, Inc. William J. War- 
dall, chairman of the executive 
committee, was also elected chair- 
man of the board, succeeding Ran- 
dolph Catlin. 


OUR BIGGEST 
JULY ISSUE 


PARENTS’ 


Read in More Than 625,000 
Homes Where Little Priorities Live 


New York * Chicago © San Francisco * Atlanta 


Mutual Testifies 


Radio Hearings 
Get Rougher as 


| 


House Members Join 
in Spirited Debate 
Over Network Rules 


Washington, D. C., June 5.— 
Radio’s intramural conflict was 
probed from the pro-Federal Com- 
munications Commission viewpoint 
here this week as officials of the 
Mutual Broadcasting System took 
the stand before the House inter- 
state commerce committee to air 
their grievances and argue in favor 
of the disputed network rules. 

Both Alfred J. McCosker, MBS 
board chairman, and Fred Weber, 
general manager, were greeted with 
a barrage of questions, most of 
them indicating that committee 
members who were present and 
vocal have been impressed by the 
story previously related by spokes- 
men for the Columbia Broadcasting 
System and the National Broad- 
casting Company. 


Competitive Angle Probed 


Several Congressmen took pains 
to make clear their belief that} 
Mutual seeks to gain, by Con-| 
gressional sanction of the FCC} 


monopoly order, an unearned ad-| 
|vantage over its older competitors. 
|Mr. Weber, pointing out that Mu-| 
tual had not instigated the FCC) 
proceedings leading to the order, 
|contended that its effect would be| 
not to give MBS an advantage but} 
merely “eliminate disadvantage and 
create equal opportunity.” 

Mr. McCosker was given a few 
trying moments when he suggested 
that present committee hearings 
serve only to delay further an order 
with a four-year background which 
lis not yet effective. Rep. Jared Y. 
|Sanders, author of the bill to rede- 
fine FCC’s powers which instigated 
the hearings, argued for the com- 
|mittee’s right and duty to hold the 
‘current proceedings, but the MBS 
|chairman called them “a little in- 
advisable at this time.” 


Rep. James P. McGranery was 
particularly aggressive in his ques- 
tions to both executives. He sub- 
|mitted figures to show a healthy in- 
|ecrease in Mutual’s business despite 
| the oppressive conditions com- 
plained of. When the Congressman 


| 
McGranery Gets Aggressive 
| 
| 


concluded that MBS “had done 
pretty well,” Mr. McCosker com- 
mented that “God had His arm 


around us.” 

Rep. McGranery also introduced 
samples of Mutual’s own advertis- 
ing, one folder extolling Mutual’s 
| leadership in sport broadcasts and a 
|business paper page clarioning the 
news that five Red network stations 
| Whose affiliation goes back to the 
| Pioneer days will join Mutual next 
|fall. “Your advertising comes home 
}to haunt you,” was Rep. McGran- 
ery’s comment. 

In all cases, Mr. Weber explained, 
the stations are losing their major 


The drive to conserve America's vital rubber supply gets a boost from this new 24- 


sheet poster, prepared for Seiberling 
graph Corp. The poster, tying in the 
for tires, is being distributed throughout 


imprint at the bottom right. 


A BRIEF MESSAGE—WITH A REAL POINT 


Rubber Co. by Continental Litho- 
company's wartime protective service 
the U. S. Room is left for the dealer 


why we want this relief.”” He urged 
the committee to take no action 
which might jeopardize “free com- 
petition” in network broadcasting. 
He said that if FCC’s rules do not 
become effective, “no one outside of 
an insane asylum” would attempt 
to establish another national chain. 


Shows Country-Wide Exhibit 


In prepared statements, the read- | 
ing of which was constantly inter- | 
rupted by questions, both Mutual 
officials lashed out at NBC and) 
CBS. Mr. McCosker charged that| 
the picture of Mutual growth pre- 
sented was “highly exaggerated; 
that the major networks overstate 
the effect the monopoly order 
would have on them, and that they 
have placed every possible obstruc- 
tion in the way of the rules becom- 
ing effective.” 

He said that if the regulations 
are eventually sustained, any possi- 
ble miscarriage of justice will re- 
sult not from _ insufficient proce- 
dural protection in the law but 
because “two powerful and wealthy 
corporations have been able to find 
so many loopholes through which 
to defeat or nullify a just decision 
all these years.” 

Mr. Weber presented exhibits to 
show that out of the first 60 mar- 
kets in the country, NBC has 33 
first-ranking stations and CBS 27, 
and neither has anything worse 
than a few third-ranking outlets. 
He pointed out that in important 
markets where MBS has stations 
but its major competitors do not, 
the situation exists because NBC 
and CBS neither need nor want 
such outlets because of powerful 
affiliates in neighboring cities. 


Questions Blue’s Standing 


Mr. Weber belittled the separa- 
tion move which made the Blue) 
Network an RCA subsidiary, in-| 
stead of NBC’s second chain. “One 
of the mysteries of this hearing,” 
he said, “at least to us, is what has 
happened to the Blue Network? 
Why hasn’t it been represented at 


these hearings? We feel confident | Joined the copy staff of Hazard | sides. 
: oe = | Advertising Corporation, New York.! will be used for executive offices. 


GIBBONS KNOWS CANADA 


that if it were really separately | 
owned, and its officers were free to | 
express their opinions, they would 
almost necessarily be supporting 
the commission’s regulations.” 

He also discussed the use of net- | 
work radio by advertisers, showing 
how they require assurance that |! 
their programs will be broadcast in 
the markets they seek to cultivate. 


| when these regulations will go into 


| organization. 


three important agencies “have ex- 
pressly stated to Mutual that they 
will not purchase time over our 
network for any client of theirs 
during hours covered by option- 
time provisions unless and until 
Mutual can give assurance equal 
to that which NBC and Columbia 
are able to give.” “In most in- 
stances,” he said, “MBS has been 
able to retain clients only by argu- 
ing that the time is not far distant 


effect.” 


Four Accounts to Chirurg; 
Three New Staff Members 


A. C. Lawrence Leather Com- 


pany, Peabody, Mass.; Greenfield 
Tap & Die Company, Greenfield, 
Mass.; Coppus Engineering Cor-| 


poration, Worcester; and Crown | 
Fastener Corporation, Warren, R. L., | 
have appointed James Thomas} 
Chirurg Company, Boston, to coun- | 
sel them on war production drives | 
and morale building programs. 
J. J. Slein, formerly assistant | 
sales manager of Graton & Knight| 
Company, Boston agency, has joined 
the company as a member of the 
plan board in charge of merchan-| 
dising activities. Pauline Maloy, | 
formerly assistant to the advertising | 
manager of Employers Liability} 
Assurance Corporation, has joined | 
the copy department to replace) 
George Niece, who has been com-| 
missioned an ensign in the Navy, | 
and Mrs. Halcyon Higginson, for-| 
merly of Lavin & Co. has joined | 
the production department to re- 
place Al Grieb, now in the Army. 


Jamison Retires 


Harry V. Jamison, ‘advertising | 
division of Carnegie-Illinois Steel | 
Corporation, retired June 1 follow- 
ing several months’ illness. Having 
had 38 years of active service with 
subsidiaries of United States Steel, 
he was the senior advertising 
official in the entire VU. S. Steel 


Burns to Hazard 


‘Canada Permits 


tein 


Premium Deals 
to Be Withdrawn 


Ottawa, Ont., June 4.—Canadi in 
manufacturers, wholesalers and re. 
tailers may now discontinue mer- 
chandise premiums without fear of 
contravening the Canadian price 
ceiling. No formal order has been 
issued but leading manufacturers 
and distributors have been notified 
that they are now at liberty to drop 
premium offers and not be penal. 
ized under the maximum price reg- 
ulations. 

Originally it had been intended 
to order all premium goods discon- 
tinued as part of Order 120 which 
placed a ban on retail deliveries be- 
low $1 and curbed refunds, ex.- 
changes, etc. The premium cl: use 
was withdrawn, however. 

The premium ruling does not 
affect the sale of goods of a like 
kind; that is, extra bars of soap, 
extra razor blades, etc., may stil] 
be offered with similar merchandise, 

Already a number of Canadian 
manufacturers have announced dis- 
continuance of premiums as 4 re- 
sult of the authority granted by the 
Wartime Prices and Trade Board 


BAN DEALER HELPS 

Vancouver, B. C., June 4.—Retail 
merchants of all categories in Brit- 
ish Columbia, acting under the aegis 
of the Retail Merchants’ Associa- 
tion, have asked the Wartime Prices 
and Trade Board to issue an order 
which would prohibit premiums of 
all types, including not only pre- 
miums which are offered by manu- 
facturers but also the coupon type 
of premium which is offered by 
some retailers. A complete file of 
every advertisement published in 
Vancouver newspapers during the 
past five months which offered a 
premium has been sent on to Ot- 
tawa as proof of the necessity for 
action to stop the practice. 

In another move directly tied up 
with price ceiling legislation, groc- 
ers, meat dealers and other food 
sections of the B. C. division of the 
Retail Merchants Association have 
decided to ban manufacturers’ 
dealer helps, posters, cut-outs and 
display cards of all kinds for the 
duration. The move is said to have 
been taken with a view to eliminat- 
ing unnecessary expense and effort 
in production, and to conserve 
paper and cardboard. 


New Television Stations 


Metropolitan Television, _ Inc., 
jointly owned by Abraham and 
Straus and Bloomingdale’s, has 
leased the penthouse and a portion 
of the 22nd floor at 654 Madison 
avenue, New York. FM_ studios 
will be located in the penthouse. 


Robert A. Burns, formerly with 
Reiss Advertising, New York, has 


Control room will be on the terrace 
|surrounding the studio on _ three 
Quarters on the 22nd _ floor 


MONTREAL 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED 


* ADVERTISING AGENTS 


network affiliation and have chosen|The “exclusivity” clause in con- 
|Mutual in preference to the Blue.| tracts which the rules would ban 
He added that Mutual billings in | prevents MBS from giving such 
the past two years and new stations |@ssurance in cases of stations in 
l|added to the chain reflect the mo- | which MBS shares affiliation with 
nopoly rules, since the stations feel| another network with the other 
| that MBS’s position will be im-|chain having first call on option 
proved when the order takes effect.| time, he said. 


Tells of Lost Business 


| Other points raised by Rep. Mc- | In this connection, he _ related 
Granery were that NBC and CBS | four specific cases in which Mutual 


Technical Improvements Mentioned | 


|have made tremendous investments|lost business because of restrictive | 


lin new technical developments,|contracts. The well-known _ in- 
|whereas Mutual has made none,|stances cited were the Ballantine 
|that MBS itself took advantage of|beer show which moved to the 
‘the exclusivity clause which it now | Blue, suffered a decline in its rating 
|opposes in order to meet the threat|and leaves the air this month; the 
lof Elliott Roosevelt's ill-fated Trans-|“March of Time” show 
continental Broadcasting System,|moved to NBC; Kay Kyser’s “Col- 
'and that Mutual is controlled by|lege of Musical Knowledge” which 
three well-financed groups repre-| began as a Mutual sustainer, was 
senting R. H. Mack & Co., the Chi-|tested commercially for Lucky 
cago Tribune and Don Lee interests. | Strike during a 13-week period and 
Rep. Charles A. Halleck, another | then moved to NBC; and J. B. Wil- 
persistent questioner, drew from)|liams Company’s “True or False,” 
Mr. McCosker the admission that| which also went to NBC. 
“we're aspiring to be big and that’s Mr. Weber also revealed 


which | 


that | 


Schedule it on 


Reach the millions of able-to-buy 


war workers in this busy market 


... with CKLW. Primary coverage 


of over eight million people ... at 
800 ke., twenty-two hours daily. 


5000 WATTS DAY and NIGHT 
MUTUAL BROADCASTING SYSTEM 


I 


_ 


on 


ee ee a ee ee) ee ee a ee ee 


j pe - ; ee Po 7 
t im” ¢ > 
‘ a 
: | | fi IRE SERVICE | 
ye 
NG ~— 
vid : 
pt ‘PARENTS, : 
40 a } | 
Bue penta ¥ n 
gla : a ae 3 “ a r 
a ; wore PAGES Tae ee ' 
4 oF ADVERTISING | _———— > 
—— ryan IN ANY — : 
zt jury Issue in ¥ a 
.. . our 16 YEARS oF . 
ie « PUBLICATION a N 
e. ‘_ | “ 
a 36.13 PAGES pO 
to 
| PARENTS: | 
eat 625,000 FAMILIES Tm 
2 wir CHILDREN ml 
a ARE AS WEARLY A 
4 il WAR-PROOE Te 
es MARKET sd a i ws | 
a as CAN BE FOUND ee 90" ze | 
a TODAY! ee | v pneh l W 
‘ a 3 
ee —— 
ee —— 
ee wre ; ‘a # Fick ps : de rs oot 


June 8, 1942 


ADVERTISING AGE 


_The Listening Post 


The Federal Reserve Board has 


set at rest fears expressed by some | turers squeezed by the price freeze, | * & 


publishers and broadcasters that 
the new credit regulations on open 
accounts apply to advertisers who 
are in the “slow pay” category. The 
rules, obviously designed to curb 
charge account customers who don't 
pay their bills before making addi- 
tional purchases, forbid the con- 
tracting of new debts unless the old 
ones are wiped out or put on an in- 
instalment basis by the 10th of the 
second month following the original 
purchase. At the behest of station 
managers who have tardy custom- 
ers, the Broadcasters’ Victory 
Council obtained from FRB the as- 
surance that the rules do not apply 
to any form of advertising. 
co a * 

Office of Facts 
readying an announcement on a 
three-week “test campaign” to try 
out a “10 Per Cent Club” plan for 
the stimulation of War Bond sales. 
The idea is that the continuance of 
the present voluntary bond buying 
system depends upon the diversion 
of at least one-tenth of the nation’s 
income into bonds, and the “club” 
angle is designed to capitalize on 
the “joining up” habit of the public. 
The banner of the “club” will be 


the American flag, with all income | 


earners pledging to put 10 per cent 
of their wages into bonds auto- 
matically qualifying for member- 
ship. The test period will be June 
14-July 5, thereby making Flag 
Day, June 14th, the jump-off point. 


* * * 


One agency that will not receive 
a dime of billings from industry 
salvage campaigns is Leo Burnett 
Company. When Burnett accepted 
the task of organizing a pool of 
Chicago agency men to prepare the 
broad metals, rubber, fats and paper 
drive for the WPB, he made one 
stipulation “Our agency will 
NOT accept any commissions that 
may develop as the result of this 
activity.” 

* a * 

A wartime Washington paradox 
is the fact that arch New Dealer 
Leon Henderson is having the most 
political trouble with New Deal 
Senators and Representatives. One 
Senate group has even registered a 
protest at the White House over the 
OPA’s appointment of political 
enemies to price and rationing posts 
in state and regional offices. These 
New Deal Senators have made it 
plain that Henderson will not get 
necessary legislation until they are 
satisfied. An effort to attach a rider 
to a small business bill, authoriz- 
ing the Reconstruction Finance 
Corporation to spend up to $250,- 


Owners of Artkraft Signs 
No 
Problems. 


Have Maintenance 


and Figures is} 


000,000 for subsidies to manufac- 


/was hastily dropped as the result 
of this opposition. A separate bill 
|will be necessary to provide for 
subsidy funds. The Price Admin- 
|istrator knew that as soon as uni- 
|versal price control was ordered, 
|his position would be made ex- 
tremely difficult by political pulling 
and pushing. He has to cooperate 
with state governors, Republicans 
and Democrats alike, because the 
school systems are used for ration- 
ing registrations. Congressmen at 
odds with their governors resent 
the appointment of officials picked 
by the governors, and vice versa, 
and Henderson is in the middle—de- 
pendent upon Congressmen for 
needed legislation and upon state 
officials for necessary cooperation. 
* TR m 

Although critics contend its co- 
operation was motivated by a de- 
sire to avoid decentralization to 
some other city, the Federal Trade 
Commission has received official 
pats - on - the - back for voluntarily 
surrendering a large share of its 
office space to war agencies. Office 
of Censorship now has about half 


that FTC is supposed to be doing 
considerable essential war work. 
Field investigations which led to 
charges of priority and_ price 


against leading war producers were 
j|handled by FTC. 

| Division of Information, Office 
|for Emergency Management, which 
handles publicity for most of the 


| As if the agencies need to be re- 
minded that advertising volume is 
dwindling, the appeal they are 
slated to receive will point to de- 
iclining magazine linage and sug- 
|gest that agencies encourage their 
|clients to maintain schedules even 
lon shortage goods with copy de- 
\signed to explain rationing pro- 
|grams and the need therefor. The 
guess is that most agencies thought 
| this one up about six months before 
'OEM did. Magazine publishers, 
however, are not expected to ob- 
ject to any government agency urg- 


| 


jing greater use of their white space. | 


Now that the Army has an- 
|jnounced plans for making 
awards similar to the “E” awards 
granted by the Navy, newspaper 
advertising managers seeking insti- 
'tutional business will have_ their 
lists of war contractor - prospects 
lengthened. Some papers have been 
able to develop a fair amount of 
extra business from Naval contrac- 
tors rewarded for production 
achievements, but the Army’s entry 
into the award field will widen the 


opportunity since the Army has far | 


more contractors than its sister 
service and may be expected to 
make more awards. The first list of 
winners will be announced shortly. 
|The Treasury’s system of awarding 
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the FTC building, despite the fact! 


“Ay | 


la “minute man” insignia to large 
j}employers who sign up 90 per cent 
|or more of their workers for the 
|payroll savings plan gives space 
| sellers still another opportunity for 
| institutional business. 

* 

The New York Times was all but 
publicly spanked when WPB Chair- 
man Nelson ascribed widespread 
confusion among retailers to “un- 
authorized publication of a_ confi- 
dential first draft of a proposal to 
limit inventories or retail and 
wholesale establishments.” Retail- 
ers and wholesalers, however, are 
delighted that the Times got and 
printed the proposed order. 
out such publicity, an ill-conceived 
program drawn up by an _ unin- 
formed theorist might have been 
adopted. 
been aroused, retailers and whole- 
salers have Mr. Nelson’s 
that their representatives will 


consulted before action is taken. 
co * a 


be 


Getting a long-distance call in or 
out of Washington these days often 
|takes hours for 
|firms who must wait for the com- 
|pletion of official calls, since gov- 


‘ernment agencies have priority on | 


overloaded circuits. Other com- 
{munications systems are similarly 
|taxed, airmail being hit by the re- 
duction in transport plane schedules 
and the telegraph companies hav- 
ing to face a continuing personnel 
|shortage. Most telegraph messenger 
“boys” in Washington now are 
\either young girls or old men, and 
| their efficiency record by and large 
is none too good. 

* 

| One Elliot Simpson, an indepen- 
ident rubber dealer from New York, 
\is setting something of a record for 


war agencies, is about to solicit the | appearances before Congressional | 
cooperation of advertising agencies | committees, always telling the same | 
in spreading the rationing gospel. story. He calls the rubber situation | to 
a “fake shortage” and says federal | 


officials dealing with the rubber 
problem are the “unwitting dupes” 
|}of the rubber monopolists, who are 
|conspiring to put the little fellows | 
|out of business. He blames all cur-| 
rent iubber ills on “the Big Four 
and One-Half.” The “Bigs” are 
Firestone, Goodyear, Goodrich and 
|U. S. Rubber, with General Tire &| 
|Rubber the “Half-Big.” Mr. Simp- | 
son has a variety of plans which he | 
claims would solve the so-called | 
shortage virtually overnight. One| 
\calls for the development of South | 
American resources, another for effi- | 
cient collection and utilization of | 
scrap rubber, and a third the purg- 
ing from government posts of men 


Perry Book Critical of 


Company Correspondence 


If your favorite way of beginning 
a letter is “re yours of the 15th 
ult.,” or “it has recently been called 
to my attention,” reading a new 
book, “Let’s Write Good Letters,” 
by Sherman Perry, supervisor of 
correspondence for American Roll- 
|ing Mill Company, Middleton, O., is 
a bitter experience. The book is 
Mr. Perry’s second. His first dealt 
with the same subject, business cor- 
/respondence, was called “Making 
Letters Talk Business,” was pub- 
|lished by the company to improve 
| Armco correspondence, and created 
such a stir that five editions had to 


| be printed. 


| written bromides, Mr. finds 
ltime to illustrate his 
| good letters, as well as _ indicate 
|methods of sharpening a_ letter: 
|making it shorter, weaving around 
a central theme, refurbishing the 
|words so that they march instead 
lof meander. The book is avail- 
able from the company. Price is $1. 


Perry 


aa reas 

FTC Hits Bigelow 

Bigelow-Sanford Carpet Com- 
'pany, New York, has been ordered 
|by the Federal Trade Commission 
‘to stop advertising its rugs under 
|Oriental - sounding names. FTC 
|ruled that by naming its rugs “Per- 
siamar” and “Kashamar,” Bigelow 


misled purchasers into believing its | 


products were hand-made Orien- 


tals. 


To Polish Program | 


| Iowa Soap Company, Burlington, 
\Ia.. has contracted with Joseph 
Mikolajczak’s Polish Varieties Pro- 
| grams for a 15-minute daily drama 
broadcast Sunday through Friday, 
over WHLD, Cleveland. 


With- | 
Now that the furore has | 


promise | 


private business | 


. ” . | 

from “Big Four” companies. 
| 

ee | 


| Besides his waspish comment on 


points with} 


Commerce Official 


Urges Advertising 


to Preserve Brands 


| 

New York, June 4.—Carroll L. 
Wilson, director of the bureau of 
| foreign and domestic commerce of 
| the U. S. Department of Commerce, 
today urged the nation’s sales ex-| 
ecutives to continue advertising, and 
so far as possible, to continue per- 
sonal selling—both as a direct serv- 
lice to the public—during the war. 
| Mr. Wilson spoke before the 
afternoon session of the National 
Federation of Sales Executives, de 
voted to “Shifts in Markets, Buying 
Habits, Advertising and _ Selling 
Methods.” 

Admitting that sales executives 
would be forced to ration their sales 
help, he said constructive personal 
selling should be continued “to get 
‘the right things to the right people 
at the right time.” 

He also encouraged sales execu- 
tives to continue advertising, de- 
spite the fact that “advertising has 
been pretty badly condemned by 
critics in the government and out.” 


Informative Copy Needed 

Pointing out that rationing, price 
control, and other forms of govern- 
ment control were confusing to con- 
sumers, he said, “You have a great 
opportunity to set them straight 
with informative, educational ad- 
vertising. 

“We in the Department of Com- 
merce feel that it will be a great 
mistake if you fail to capitalize on 
this opportunity.” 

Mr. Wilson specifically referred 
to critics who held that advertising 
keep brand names alive was 
_wasteful and unpatriotic. 

“We don't believe that at all,” he | 
emphasized. “‘Too many companies | 
have invested millions of dollars in 
building up these brand names. Too 
many customers rely upon them as | 
a standard and a guarantee of qual- | 
ity. You are going to have a devil | 
of a time after the war if you fail 
to preserve them.” 

The Commerce Department offi- | 
cial reported that he had heard | 
many enthusiastic comments in 
Washington on the remarkable job | 
business has done in converting 
from peace to war work. 

“We think business can do just as 
effective a job of converting from 


| 


ithe war. 


| buying office 
|/Room 508, 200 Fifth avenue, under 


| 220 N. LASALLE ST., CHICAGO, ILLINOIS 


war to peace,’ he said. “Business 
can and should take the lead in re- 
storing our standard of living after 
The better job business 


does in conversion and setting its 


|sights high in creating a post-war 
| market, 
|have to do.” 


the less government will 

He urged every business to as- 
sign part of its sales and market 
research personnel to planning for 
“after victory.” 


W. G. COWELS 


Hartford, Conn., June 2.—Walter 
G. Cowels, 85, founder and vice- 
president of Station WTIC, Hart- 
ford, died last week after a brief 
illness. Mr. Cowels was also vice- 
president of Travelers Insurance 
Company, Hartford. 


JOSIAH F. PRICE 

Vancouver, B. C., June 3.—Josiah 
F. Price, advertising agency head, 
and one-time advertising manager 
of the Vancouver News-Herald, 
died suddenly in his office here May 
29, from a heart attack. 


Gamble Adds Soft Lines 


Gamble 


Stores, Minneapolis, 
operator of a chain of 300 stores 
and a voluntary chain of 1,400 
authorized Gamble dealers, plans to 
add a wide range of soft goods and 
variety store merchandise to the 
lines hitherto carried. A New York 
has been opened in 


the direction of E. C. Pennock and 


J. A. Krautkremer. Heretofore, 
Gamble stores have featured auto 
supplies, housewares, home appli- 


ances, furniture and sporting goods. 


WNBF Increases Power 

Station WNBF, Binghamton, 
N. Y., CBS affiliate, has increased 
its power from 250 watts on 1,490 
kilocycles to 5,000 watts day and 
night on 1,290 kilocycles. 


WHO ADVERTISED WHAT 
IN THE LAST WAR? 


@ Many 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
| one of these manufacturers had a clipping 


manufacturers and their advertis- 


book for the war years that showed all edi- 

torial publicity and competitive advertising. 
We can help you build such a permanent 

record for the years to come, at a remark- 
ly low*cost. 


Just ask for Booklet No. 20. 
N'S CLIPPING BUREAU 


$s FARM — 
PERS * 


GENERAL 
PAPERS MAGAZINES 


09° 
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definite margin. 


EDWARD PETRY & COMPANY, 


This motion is a habit in Central New England—the WTAG 
listening habit. You will find more Central New Englanders 
tuned to WTAG than to any other spot on the dial — as many 
as twenty times more. At no fifteen minute period during the 
twelve hours, 8 a.m. to 8 p.m., does WTAG fail to lead® by a 


* According to all independent surveys 


NBC BASIC RED NETWORK 


Owned and operated by The Worcester Telegram-Gazette 


NATIONAL REPRESENTATIVE 
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June 8, 1942 


Newspaper Admen 
Ready Program 
for Annual Meet 


Milwaukee, June 3.—With the 
most imposing list of speakers in 
the association’s history, and with 
a multitude of special problems de- 
manding attention, the Newspaper 
Advertising Executives Association 
anticipates that its 30th annual con- 
vention, to be held in Columbus, O., 
June 15-17, will draw an atten- 
dance of more than 400 and be one 
of the most significant meetings of 
the year. 

Among. those deliver 


who will 


formal talks during the three-day | 


meeting are Dr. Miller McClintock, 
executive director of the Advertis- 
ing Council; Lew Hahn, general 
manager, National Retail Dry 


Goods Association; Walter J. Weir, | 


vice-president and copy chief, Lord 
& Thomas, New York; Wroe Alder- 
son, business consultant to the 
Office of Price Administration; Wil- 


liam E. Robinson, advertising direc- | 
Herald Tribune; | 
counselor, | 


tor, New York 
John Halpin, research 
New York, and Ian Macdonald, 
general manager, Canadian Daily 
Newspapers Association. The 
speakers will follow each other on 
a tight schedule on Tuesday after- 
noon and Wednesday. 
Big Retail Clinic 


The first day and a half of the 
convention will be devoted to a 
“retail clinic,” under the 
of Henry W. Manze, advertising 
director, Cincinnati Post, during 
which results of extensive research 
on various aspects of retail adver- 
tising will be revealed. An innova- 
tion in connection with this session 
will be the distribution of a bro- 
chure containing expressions from 
national chains and department 
stores on the outlook for business 
and newspaper advertising during 
the last six months of 1942. 

Entertainment arrangements, too, 
are expected to hit a new high, with 


‘BALTIMORE 


~BOOMI ’ 
on OS. 


4 


‘In Baltimore 

— Consistently 

_ Reaches and 
Influences 

the cream of y 


BS basic since 1927 


PAUL H. RAYMER CO. 


National Sales Representatives 


direction | 


RESTRICTED TRAVEL 


—so you can see America later 


cnrvnoCn ae 
— 

| 
| Unnecessary trips are frowned upon in 
| this new copy placed in The American 
| Weekly by Greyhound Lines. The cam- 
paign includes other magazines, news- 
papers, radio and outdoor, as well as 

bus station posters and handouts. 


|the major item being a clam bake, 
banquet and evening of entertain- 
ment at “The Wigwam,” famous 
jestate of the Wolfe family, pub-| 
lisher of the Columbus Dispatch, 
|Ohio State Journal and the Star. 
|Harvey R. Young, advertising di- | 
rector, Columbus Dispatch, is in 
charge. 

In charge of the program is 
NAEA first vice-president William 
Ellison, Jr., advertising director, 
Richmond News - Leader and 
| Times-Dispatch. C. E. Phillips, ad- 
|vertising director, Rockford Star 
|and Register-Republic, is president 
of the association, and Aubrey F. 
|Murray, advertising director, New 
Orleans Times-Picayune, will be in 
charge of the advertising exhibit, a 
highlight of each annual meeting. 


Fidelity, Casualty 
of New York in lst 
National Campaign 


New York, June 3.—Fidelity and | }jon people in this country who will | present 


Casualty Company of New York, 


one of the seven companies com-|eould not buy in the 10 years of|unable to 
| prising the America Fore Insurance | depression or the years of shortages | 
j}and Indemnity Group, has launched | 
national advertising cam- | 
|paign with half-page “educational” | 
copy in The Saturday Evening Post. | 


its first 


| Semi-monthly insertions will 
|focus on two objectives, educating 
|\the general public to the various 
\forms of casualty insurance cover- 
age available, and developing con- 
fidence in the company’s agents as 
trained and experienced advisers in 
insurance problems. 

An old-line, capital stock group, 
the America Fore companies, none 
of which has previously advertised 
nationally, sell through local insur- 
j}ance agents and brokers, many of 
whom carry a number of compet- 
ing lines. Unlike life insurance 
jand mutual casualty insurance 
|companies, Fidelity and Casualty 
does not directly solicit business 
through field salesmen. Hence the 
advertisements do not attempt to 
develop leads and prospects through 


coupon offers, but aim to build 
| good will for agents. 
Reprints of the Saturday Eve- 


ning Post adveri:sements wiil, how- 
ever, be supplied to agents for mer- 
chandising in direct mail and poster 
form. Darrow Advertising Agency 
\directs the account. 


|GM Denies FTC Charge 


General Motors Corporation, De-| 


troit, has filed its answer to the 
|recent Federal Trade Commission 
complaint charging misrepresenta- 
tion in the sale of an automobile 
fog lamp. 
allegations and claims that the 
lamps will “penetrate, cut 
fog,” as advertised, and “add 
measurably to safety.” 


im- 


Tampax Appoints Bolte 
Alan Bolte, member of the 
advertising and sales department of 
Tampax, Inc., New York, has been 
named advertising manager, suc- 


ceeding Ellery W. Mann, president | 
relin- | 


of the company, who has 
quished his advertising duties. 


a 


The answer denies the} 


under | 


Selling Holds Key 
to Post-War Era, 
Curtis Head Avers 


| We'll Have the Goods 


But Must Build the 
Markets, Fuller Says 


Philadelphia, June 3.—Declaring 
that democracy and selling go hand 


in hand, and that there can be no! 


totalitarianism as long as selling, 
rather than commanding, is in the 
saddle, Walter D. Fuller, president 
of the Curtis Publishing Company, 
told the graduating class of the 
Charles Morris Price School of Ad- 
vertising last night that a free and | 
unhampered business system, with 
advertising and selling to aid it, can 
insure post-war prosperity and an 
increasingly high standard of living. 

“There need be no great depres- 
sion ahead if we use the tools of 
advertising and selling,’ he said. 
“But we must sell, sell, sell as we 
never have before. We know now 
that we have never produced to ca- | 


pacity, consumed to capacity or sold | Bex 3705, ADVERTISING AGE, 


Cdveutisig 
Market PlacE 


The rates for this department are as follows: 
“Positions Wanted,” 
| “Representatives Available,” 30 cents a line, minimum charge §1. 


“Help Wanted,” 
cash with order. 


$4.75 per inch. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in, 


REPRESENTATIVE AVAILABLE 
Will add one trade or class paper to 
my limited list. Know Mid-West field 
and agencies very well. 
basis. Fine references. 
Box 3695, ADVERTISING AGE, Chgo. 


Commission 


HELP WANTED 
ASSISTANT SALES MANAGER 
CALENDAR EXPERIENCE 
National advertising specialty firm 
has permanent opening as assistant 
sales manager for man experienced 
in calendar sales, merchandising and 
promotion, Design or layout experi- 
ence not essential but helpful. Inside 
responsibilities, No travel. 
preferred. Compensation $4000 for 
right man. 
in detail, age, family status, personal 
qualifications, previous compensation, 
and enclose snapshot. Replies will be 

kept confidential. 
Chgo. 


to capacity in peacetime America. | SIGN AND DISPLAY MEN—To han- 


We have never used the selling way 
to its fullest... 


“New methods and_ production 


techniques that stagger the imag-| essing. Exclusive territory and liberal | 


ination have been developed under 
the pressure of war needs. . . But 
what good will all this potentiality 
be unless there are markets for the 
products? What good would it do 
to use our plants and machinery 
/and our skilled workers to turn out 
ithe finest automobiles, refrigerators, 
|houses and thousands of other 
| products only to have them pile up 
|in warehouses? Markets do not just 
| happen—they have to be built just 
\like factories or organizations of 
| skilled workers. We shall assuredly 
have the factories and the skills, 
| but we must build the markets.” 


A Tremendous Opportunity 


| “When this war is over,” Mr. 
Fuller said, “there will be 130 mil- 
things that 


|need and want they 


occasioned by this war. 
needs and wants be translated as 
they can be, into desire to purchase 
/by advertising and selling? Or will 
they lie dormant, while factories 
close down, workers become unem- 
ployed and a depression sets in? 
There is but one answer—the mar- 
kets will have to be built again.” 

“We are fighting this war,’ he 
concluded, “to preserve the selling 
|way of life—the American way of 
life. Because of what selling has 
done in the past we have the power 
to win this war. We are producing 
the goods of victory today. But it 
will be only half a victory unless 
we also win the peace—unless we 
use the selling way to make sure 
that free enterprise and freedom of 
opportunity are truly free in the 
days to come. That will be the 
greatest opportunity for advertising 
and selling imaginable. With these 
tools we can construct a_ better 
world, a new era of happiness, op- 
portunity and prosperity for every- 
one. That is the responsibility of 
all of us in advertising and selling.” 


‘Harper's Bazaar’ to 
Drop Sept. 15 Issue 


| The October, 1942 issue of Har- 
per’s Bazaar will be the magazine's 
75th anniversary issue. The Sept. 
15 issue will be discontinued, ac- 
cording to Fred Drake, general 
manager. 

The amalgamated issue, he said, 
“will include the important fashion 
prophecies that have heretofore 
been concentrated in the Sept. 15 
issue,” and at the same time will 
“contribute to the cause of con- 
| servation.” 


‘Heads Ad Distributors 


| Harry L. Adams, formerly in the 
executive sales department of the 
Kellogg and Borden companies, has 


been elected president of Advertis- 
ing Distributors of America, suc- 
ceeding Col. C. R. Baines, now in 
active service. 


Will those | 


| dle diversified line of signs and dis- 
| plays in 
| plastic and composition board. Prefer 
those able to make own drawings and 
sketches, suitable to silkscreen proc- 


commission rates Address 
Dura-Products Mfg. Co. 


| Canton, Ohie 


| 


| 
| 
| 


| 


Age 35-45 | references. 


| 


HELP WANTED 


ASST, ADV. MGR. wanted for lar 
metal producing company. Excell: 
opportunity. New York location. |} 
gineering and/or metallurgical ba: 
ground preferred. Must be draft . 
empt. Give resume of experience and 
salary expected. All replies confide n- 


tial. 
Box 3706. ADVERTISING AGE, N. yY 
POSITION WANTED 


$10,000 man available 
Success record media space sales, « 


tact, creative, sales promotion and 
merchandising. Recent account exe u- 
tive leading N. Y. C. agency. ‘Top 


Age 40. Married. n- 


| quiries solicited 


| 


| 


| 


|} good!!! 


In reply state experience | Rox 3704, ADVERTISING AGE. Ny 


LOOKING FOR GENIUS? Don't road 
this! No 14 karat genius; but damn 
Layout, production, ete.; pre- 
fer write copy. Over year under wing 
agency head. Rush offer or query 
No miracle pay! Ready short order 
Age 22, draft exempt 


glass, wood, cardboa rd, | Box 3703, ADVERTISING AGE, Chego. 


ADVERTISING ASSISTANT 


Young man. 3% yrs. exp. with 4A 
agency as ass’‘t. to exec. & spice 
buyer. Well rounded knowle: 
Handle details, purchasing & 
search Draft exempt. 


' Box 3698, ADVERTISING AGE, Cheo 


Engravers Scout 
Scare Stories on 
Plate Shortages 


Chicago, June 4.—Concern which 


Engravers generally admitted 
that basic materials, especially cop- 
per, are getting harder and harder 


|to get, but pointed out that their 
_volume of business has dropped off, 
|so that there is no immediate dan- 


ger of shortages. Only about 5 per 


manifested itself in the advertising|cent of copper is lost in etching, 


field this week over isolated in- 


were being requested by photo- 


say the least, as ADVERTISING AGE 
checked both industry and govern- 
ment sources and learned that no 
likelihood exists that ad- 
vertisers or publishers will be 
secure needed _ photo- 
engravings or photostats. 

Priority orders have been in 
effect as far as photo-engravers 
and photostat houses are concerned 
|\for months, since both of these 
types of business require scarce 
materials, and scarce materials are 
/not available to any users without 
|priorities of some kind. Within the 
past week, however, some photo- 
|staters and engravers, upon hearing 
that the current system of priorities 


might shortly be changed, have in- 


| they pointed out, and if customers 


stances in which priority orders will release their old plates to scrap 


dealers, it is possible that the 


engravers and photostat organiza-| Spectre of shortages can be removed 
tions appeared to be premature, to|for a considerable time. 


Each of the engravers queried 
/volunteered the information that 
|advertisers who are finding it diffi- 
|cult to buy printing plates could 
‘resolve this particular difficulty 
|immediately by getting in touch 
| with them. 


Shea Named Press Chief 
William E. Shea, Jr., formerly 
|national spot sales representative, 
has been appointed head of Na- 
tional Broadcasting Company's 
press department in San Francisco. 


Seguine Named Director 

Joseph A. Seguine, vice-president 
and general sales manager of 
|United Wallpaper Factories, Chi- 
| cago, has been elected a member of 
|the board of directors. 


‘sisted upon customers _ signing 
|P-100, A-10 ratings, which are| 
blanket ratings. While this par- 


ticular order may be scrapped along 
| with all other “P” orders, which are 
on the way out, WPB’s printing and 
publishing branch this week told 
ADVERTISING AGE that no plan to 


change the P-100 system is pres- | 


ently being considered. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 8, Dearborn St. Wabash 8655 
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ADVERTISING AGE 


Tomorrow's Needs 
Held Today's Most 
Urgent Copy Theme 


(Continued from Page 1) 


aid, “I think these plans will work 
f we can stimulate these savings 
far beyond the eight and one-half 
villion now estimated from this} 
group. 

“I don’t think the patriotic appeal 
alone will build this up to where 


get 
cidt?\ CF 


Ei TH 
ge 


se 


should go a little selfish 
motive added as a pinch of salt 
makes it all the easier for people to 
strain themselves to the point of | 
temporary sacrifice. They should | 
be told to buy a bond every month 
out of income or salary, not out of 
already accumulated savings.” 

Referring to Alcoa, G-E and 
other advertisements showing “The 
Home of Your Dreams,” and other 
themes designed to create desire for | 
better living in the future, he pre- 
dicted, “From the standpoint of the | 
national welfare in winning both 
the war and the peace, a concerted | 
program by advertisers on these | 
copy themes will do more to in- 
crease savings for future spending | 
than any other single plan now 
being undertaken.” 


Asks Working Partnership 


Urging American business to 
“plan now” for full employment 
and full enjoyment of the nation’s 
resources after the war, David C. 
Prince, vice-president of General 
Electric Company, today proposed 
a “new working partnership” be- 
tween management, labor, capital, 
and government “to win the kind 
of peace for which free men are 
fighting.” 

Mr. Prince, who addressed a 
luncheon of the National Federa- 
tion of Sales Executives, has been 
freed from his normal post as G-E 
vice-president in charge of com- 
mercial engineering to head a spe- 
cial planning committee charged 
with mapping the company’s post- 
victory program for re-employ- 
ment, changeover, and _ private 
works expansion. 

G-E’s committee, according to 
Mr. Prince, started by analyzing the 
available resources, productive ca- 
pacity, manpower, and needs for a 
post-victory year, termed “V plus 
2." With full employment of re- 
sources and manpower as a goal, he 
predicted that the year “V plus 2” 
could see a total production of 
goods and services valued at 110 
billion dollars, compared with 115 
billion in the peak war production 
year of 1943, and 82.2 billion dol- 
lars in 1940. Estimating that 1943 
would see war production reaching 
61 billion with only 53 billion avail- 
able for total civilian consumption, 
he predicted that a _post-victory 
year would see employment of 57 
million, compared with 61 million 
at the war’s peak, and 47 million 
in 1940. 


A newly-created management-labor committee developed a series of large production boards to spur the war effort among workers in plants of the Lewis Foundry Machine 
Division of the Blaw-Knox Co. These are typical samples. Officials credit the anti-Axis panels with aiding 100 per cent production in the foundry, pattern and machine shops. 


THER PANTS DOWN 


es Sink that Rising Sum....xore 
_ (ex 


PRODUCTION BOARDS ACCELERATE WAR CONSTRUCTION AT BLAW-KNOX PLANTS 


with 


following weekly goals. 


Components of the gross national 
output in the typical post-victory 
year would be: 

Food, clothing, rent, household 
operation, etc., 64 billion, compared 
with 55.2 billion in 1940. 

Consumers’ durable goods, 13 
billion, compared with 8.3 billion 
in 1940. 

Construction of new homes and 
public works, 10 billion, compared 
with 5.5 billion in 1940. 

Plant expansion, replacement, 
and inventories, 13 billion, com- 
pared with 9.2 billion in 1940. 

National security (war and de- 
fense), 10 billion, compared with 4 
billion in 1940. 

G-E has proceeded to chart from 
these estimates the total potential 
demand and production of its con- 
sumer and industrial products dur- 
ing the post-war period, and is de- 
veloping from these figures its 
plans for reemployment, training, 
plant expansion, sales, and adver- 
tising. 

A New Union 


Stating that America has demon- 
strated its capacity to produce dur- 
ing the war, he pointed out, “Com- 
mon sense dictates that it should 
be possible to effect a union be- 
tween ability to produce and abil- 
ity to consume. 

“Full employment and full en- 
joyment of America’s heritage will 
come about only through the for- 
mation of new partnerships of man- 
agement, labor, capital, and gov- 
ernment—a running team in which 
each partner thoroughly under- 


his energies wholeheartedly to one 
end. That end is a constantly ris- 
ing standard of living for all 
people.” 

A feature of the two-day meeting 
was the National Radio Victory 
Sales Rally, broadcast over the Blue 
Network throughout the United 
States and in Canada, over the Ca- 
nadian Broadcasting Company. The 
rally, arranged by Edgar Kobak, 
executive vice-president of the Blue 
Network, was designed to explain 
|how people with sales training can 
participate in the war effort. Ar- 
rangements were made by the Fed- 


offices and factories. 
were Clarence Francis, president, 
General Foods Corporation; Charles 
E. Wilson, president, General Elec- 
tric Company; and A. H. Motley, 
vice-president, Crowell-Collier Pub- 


lishing Company. Thurman Arnold, | 


|Assistant United States Attorney 
General, was scheduled to make the 
principal address at the closing 
| banquet and entertainment Friday 
| evening. 


stands his own function and directs | 


eration for local listening groups in | 
Participants | 


Trommer Stresses BBB and Educators 


‘More Beer’ Theme 


After WPB Order Set Up Consumer 


New York, June 4.—A new 
advertising campaign, built around 
ja “more beer to the bottle’ theme, 
|was launched by John F. Trommer, 
|Inc., this week, following the War 
Production Board’s recent order 
|restricting use of throw-away bot- 
tles. Ads will appear once weekly 
in Trommer’s regular list of 25 
newspapers in metropolitan New 
York, and will vary in size from 
|360 to 800 lines. 

When the company was ordered 
by the WPB to discontinue its 
White Label no-deposit bottle, it 
|was decided to replace it with a 
steinie type deposit bottle contain- 
ing 12 ounces instead of 11. Copy 
will stress the need for war con- 
servation and the “more beer at 
/no increase in price” angle. At the 
lend of June, Trommer’'s copy will 
| revert again to the “2-way light- 
ness” theme launched this spring. 
Federal Advertising Agency 
handles the account. 


Fair Trade Practices 
Bill Vetoed by Lehman 


The fair trade practices bill, spon- 
‘sored by Sen. Benjamin Feinberg 
|}and passed by the New York state 
\legislature, has been vetoed by 
|Governor Herbert Lehman. The 
|/measure, which would have made 
j}unlawful any representation of 
“wholesale or jobber” prices, when 
the article is actually sold at retail, 
and prohibited any misrepresenta- 
tion of quality, ingredients or origin 
in the sale of merchandise, was 
vetoed because, the governor said, 
ample protection is now provided 
under New York’s penal law to 
take care of most deceptive prac- 
| tices. 

The bill went far beyond the cor- 
rection of such practices, the gov- 
ernor added, and since the retail 
selling field is already going 
through “enormous difficulty,” it 
would be unwise to add additional 
state controls. 


Named Promotion Head 


Ray B. Kruskopf has been ap- 
pointed promotion manager of the 
Minneapolis Star Journal and 
Tribune, to replace Glenn Glad- 
felder, who has joined the Army. 


‘Post’ Ceases Publication 


The Milwaukee Post, daily after- 
noon newspaper, formerly the 
Milwaukee Leader, has suspended 
publication because of wartime con- 


Education Project 


(Continued from Page 1) 


Cambridge, Mass.; Edward Kreh- | 
biel, vice-president, Black, Starr & 
Gorham, New York; and Paul S. 
Willis, president, Associated Gro- 
cery Manufacturers of America, 
New York. 

Announcement of the program 
culminates a long period of discus- 
sion with the principals’ group in 
an effort to set up a workable or- 
ganization to steer the tortuous 
channels of consumer education. 
|The program will be financed by 
the NBBB, and is expected to be 


continued for three years. In an- 
nouncing the new activity, the 
National Better Business Bureau 
| said: 


“This program will be recognized 


|as of the utmost importance in help- 
| ing to solve one of the urgent prob- 


‘lems of the country—the need for 
/sound consumer education in the 
schools. 


Two Objectives Mentioned 


“The work which has begun has 
two objectives: to work out a sylla- 
bus for a sound course in consumer 
economics education for high schools 
and to set up a plan for evaluating | 
commercial literature so that it can 
be made more useful to the schools. 

“Every thinking business man | 
realizes that his consumer problems | 
are right now in the making among | 
7,000,000 high school students of | 
the nation, particularly in consumer | 
education courses. What these) 


| 


courses teach, and the philosophy | 
back of them, varies widely. Many | 
business concerns are spending vast | 
sums on their own forms of con-| 
sumer education through printed 
material sent to the schools—and | 
much of it is not as effective as it | 
should be. | 

“So that on the one hand we have | 
educators in urgent need of facts 
and data to help them give students 
a practical understanding of busi- | 
ness activities as they relate to the 
consumer. On the other hand we 
have great reservoirs of valuable 
and interesting business information | 
which remain almost untapped. 


A Logical Answer 


“The logical answer to this prob- 


ditions and the “general trend of ad-|lem is to bring the demand and 
| supply together through a program | 


'vertising curtailment.” 


This ad 


COUNT Of CUTLER SHOES FoR 
COMPLETE SATISTACTION-SOL™ 


quasep-an voun oer — Shoe Cc 
D comvenienr cuTier STORES was pr 
ae by Fai 


Make Your 
Advertising 
Command . . 


ment for Cutler 


today, advertising must stand out— MUST DOMINATE. 


vertise- 


ompany 
oduced 
thorn. 


attention 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll] find all THREE at Faithorn. 


PRINTING 


« FAITHORN CORPORATION . phone Wabash 7820 


504 SOUTH 


SHERMAN STREET - CHICAGO 


of collaboration of business men 
with educators. Leading educators 
have increasingly recognized the 
need for such collaboration and the 
National Association of Secondary- 
School Principals selected the Na- 
tional Better Business Bureau as 
representative of business. The re- 
sult is a program by the principals’ 
group, to be carried out with the 


assistance of our organization.” 


Issues ‘Home’ Edition 

The Times, Johnson City, Tenn., 
published a “Soldier’s Home” edi- 
tion May 29, saluting the Veterans 
Administration Facility, local vet- 
eran’s home. The five-section edi- 
tion ran 40 pages, with most of the 
advertising keyed to the salute-the- 
veterans theme. 


Rose to Hodes-Daniel 


Hodes-Daniel Company has ap- 
pointed Herbert Rose, formerly 
sales manager for D. H. Ahrend 


Company and operator of his own 
advertising business, as sales man- 
ager. 


Gets Creme Account 

Cadet Creme Company, Wor- 
cester, Mass., has appointed C. 
Jerry Spaulding, Inc., Worcester, as 
its advertising agency. 


ADVERTISING MEN 


WANTED! 


* Yes — we want you to ex- 
perience the convenience and 
comfort of this hotel — cen- 


trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses — will find 
sanctuary here. Our overnight 
kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nightcap after a 
siege at the office. 


—NOTE— 


Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement. 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New York 
JOHN H. STEMBER 
ident and General Manager 
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Prints ‘CD’ Edition 

The Bee, Sacramento, Cal., fea- 
tured a 42-page magazine section 
in its May 28 Civilian Defense Edi- 
tion. Advertising was in tune with 
the defense theme. Hale Bros., de- 
partment store, took a full page to 


Direct Mail Club 
Gives Awards to 


16 House Organs 


Chicago, June 3.—The Direct 


Honorable mentions in this class- 
ification went to publications of 
Phoenix Metal Cap Company; Mon- 
santo Chemical Company; Visking 
Corporation; and Kohler Company. 

In class B, composed of type-set | 
publications printed in one color, | 


In class C, comprised of publi- 
cations not type-set, Montgomery 
Ward & Co.’s “Catalog Order Busi- 
ness Builder” won first honors, and 
the same company’s “Retail Store 
Business Builder’ won second 
honors, with third place going to 


Court Upholds 
Validity of Dress 


insignia, and Montgomery Ward &| toqay honored 16 house organs which | News,” issued by the Link Belt|Qn Tools Corporation. 
Co.’s full page explained retail pri-| 0” awards in the organization’s |Company; second went to “Swift| The speaker at the meeting was 
cae. fourth annual competition. In class were - ee = |S. R. Bernstein, editor, ADVERTISING 
, ; /pe-s lications | o., an ird to “Clay Pipe) acre, who declared that whether a} McCook affirmed an arbitration 0: 

Edgerton to W. T. Grant a = “oF jo mey ‘ae News,” published by Clay Products|poom or a depression follows the|der directing Jaunty Junior, dres 

John W. Edgerton, formerly sales| award went to “Better Methods,” | Association. Honorable mentions|war is primarily a psychological | manufacturer, to contribute to | 
manager of Montgomery Ward &| i..ued by Beardsley & Piper Com-|Were given to publications of Uni-| problem, and who urged that ad-|support of the Institute. Theod«: 
Co., New York, has joined W. T.| pany; second to “G-M Folks,” pub-| versal Zonolite Insulation Com-|vertising men start immediately to| Rask, president of the dress co 
pot ecal ye er ele ye Mga Ba ont lished by General Motors Corpora-| pany; Westinghouse Electric & Mfg. develop a post-war boom psychol-| pany, indicated he would not appei 
in charge of packaging and label- tion: and third to “Home Life,” |Company; and Independent Pneu- | ogy among management, employes|the decision and paid his assess 
ing. U. S. Savings and Loan League. matic Tool Company. |and the general public. ment. : 

The Institute was created through 
“promotion and efficiency” clauses 
in the collective bargaining agree- 
ment signed last year by the Dress 
Joint Board of the Interna- 
tional Ladies Garment Workers 
Union and New York dress manu- 
facturers. The latter agreed to 
purchase “New York Creation” 
labels or otherwise contribute to the 
$1,000,000 campaign, which is di- 
rected by J. Walter Thompson Com- 
pany. 


. s s 
explain identifying civilian defense} aij Advertising Club of Chicago | tOP honors were won by “Link Belt |«“Snap-On News,” issued by Snap- Advertising Fund 


(Continued from Page 1) 
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$500,000 Spent 


Approximately $500,000 of the 
original appropriation was spent 
during the first year of the agree- 
ment in magazines, newspapers and 
fashion promotion. Last regular 
copy appeared in April magazines 
and special full-page insertions, 
stressing civilian morale, ran in 
newspapers throughout the country 
|last March. Allocation of the un- 
spent funds awaited the outcome of 
| the court test. Julius Hochman, 
| general manager of the Joint Board, } 
and father of the plan, said today 
that an industry conference would 
be called to determine further plans : 
j}and adjust the program to the war 
'emergency and the problems of 
post-war rehabilitation. 

In upholding the union’s right to 
require an advertising expenditure 
as a means of guaranteeing stable 
employment, Justice McCook said, 
“Advertising is a well-recognized 
and successful means of accom- 
plishing financial benefits directly 
proportionate to the amount spent, 
with probable results in relation to 
expenditures quickly and readily as- 
|certainable. Its theory and practice 
|are thoroughly understood, and 
/subject to familiar and generally 
|accepted rules... 

“On its face (the contract) seems 
to promise an enlarged means of 
|occupation and profit respectively 
|for the parties to this contract, but 
also material advantages to the city 
,of New York and its business men 
| generally.” 


Releases Raisin Book 


Sun-Maid Raisin Growers As- 
|sociation, Fresno, Cal., has _ pub- 
lished a new booklet on raisins, | 
titled “In California They Grow 
Iron,” for distribution to the groc- 
ery trade. 


WHN Opens FM S‘ation 
WHN, New York, has opened 4 

frequency modulation station, 

W63NY, heard on 46.3 megacycles. 


IT MAY BE JUST A SPRINKLE 
BUT IT KEEPS THE FLOWERS BLOOMING 


America’s producing power is surprising even America. The drive to crush the forces that 
threatened our national philosophy of thinking and acting and of living has caught a hundred 
million people in its irresistible sweep toward inevitable victory. We are bound together with 
one steadfast, unshakeable purpose. .. . We are learning how to sacrifice gladly. We are 
learning how to serve generously. We are learning how to give with humility. We are learning 
how to live ruggedly . . . and how to fight. And this business of living and of fighting is altering 
attitudes and viewpoints. The ideas and plans and methods of yesterday are different today; 
and may change again tomorrow. But our underlying purpose remains unchanged. It is the 
perpetuation of the American way of living, and the retention of the free use of the forces 
which make it possible. . . . Advertising is one of these forces. It is as powerful today as 
yesterday—and just as necessary. Appropriations may be smaller; schedules more selec- 
tive, and expenditures more judicious with an eye to greatest values. But wisdom and ex- 
perience tell us, “don't neglect a growing garden. Cultivate it for the fruitful days ahead.” 
—And we the people still buy where our confidence and faith have been established. 


- 
eo The activity at Rogers gives proof that scores of advertisers 


are acting on their belief in the soundness of this principle 
ROGERS ENGRAVING COMPANY sow LAL 
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when you think of SPOTS 
... think of John Blair! 


ADOLPH F. BUECHELE, President * MASTER CRAFTSMEN OF PHOTO-ENGRAVING || “Ses NATIONAL STATION, | 
| 2001 CALUMET AVENUE «© Phone: CALumet 4137 © CHICAGO, ILLINOIS -=—""—="""""""— | 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


PAINTED BOARD DOMINATES THIS VIEW 


With Times Square dimmed out for the duration, Hiram Walker, Ltd., has jurned 
to this nine-story painted board, covering 5,400 square feet in all, to promote its 
Imperial whisky. Sherman K. Ellis & Co. is the agency. 


JUDGING THE EXHIBITS AT NAAN MEET 


Looking over the fine points of more than 175 entries in the contest conducted by 
the National Advertising Agency Network, which convened at St. Louis May 
28-30, are (seated, left to right) Anthony Neher, sales promotion manager, Cen- 
tury Electric Co.; Oliver Imes, advertising manager, Century Electric Co.; Frank 
Foster, General Outdoor Advertising Co.; Douglas Martin, St. Louis Globe- 
Democrat; and (standing) Leonard Blake, advertising manager, Curtis Mfg. Co.; 
Charles W. Bolan, advertising manager, Carter Carburetor Corp.; George G. 
Sears, McGraw-Hill Publishing Co.; and Soulard Johnson, KMOX. 


KEY FIGURES IN WARTIME FOOD PICTURE 


Changes in food production and distribution, necessitated by the war, will find 

these three men involved. Left to right: Douglas C. Townson, chief of the WPB 

Sod branch; Secretary of Agriculture Claude C. Wickard, iust named head of 

Food Requirements Cemmittee by Donald Nelson; and Paul S. Willis, presi- 
dent, Associated Grocery Manufacturers of America. 


‘PRIORITIES’ PACKAGE 


This combination package of cologne 
and tale for men, distributed by Maison 
Jeurelle, New York, enlists a ‘‘darning 
egg" shaped bottle with wooden closure 
for the cologne, and a shaker-top cylin- 
der for the talc. Raffia and simulated 
tweed paper also are used, replacing 
vital materials in the new packages. 


CONSERVATION AID 


a th a : ‘ 
Bigat oo step s 4 


Bee Dotct Bey tees 


National Lead Company's familiar Dutch 
Boy trademark has enlisted in a ‘war for 
survival.’ Two-color copy appearing in 
magazines and black-and-white copy in 
farm publications points out that the dur- 
able qualities of white lead contribute to 
conservation by eliminating repainting 
“for the duration.’ Insertions are sup- 
plemented by cooperative dealer news- 
paper and spot radio allotments. Mar- 
schalk and Pratt directs the National 
Lead account. 


CHEVROLET AND AGENCY EXECUTIVES CONFER 


a R eee . ae a 


Plans for advertising to keep the name of Chevrolet prominent as well as to tell 

its role as an armament producer, were discussed at this session by (left to right) 

K. M. Chase and T. H. Keating, assistant general sales managers; William E. 

Holler, their chief; E. A. Nimnicht, assistant general sales manager; and R. H. 

Crooker, executive vice-president of Campbell-Ewald Co., which handles the 
account, 


SKELTON SET TO DOOD IT AGAIN 


Now a top-ranking radio comedian in his own right, Red Skelton talks over plans 

for this fall with sponsor and agency. In the group are (left to right) T. V. 

Hartnett, president of Brown & Williamson Tobacco Corp.; Skelton; Freeman 

Keyes, president of Russel M. Seeds Co., which handles the radio account; and 

Tom Wallace, vice-president in charge of radio for the agency. Mr. Skelton is 

closing his series on the NBC-Red network show June 9, but will return to the 
air in the autumn. 


LAUNCH HEAVY CAMPAIGN FOR SUNKIST FRUIT 
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Sunkist 


California Lemons 


« 


With color pages and half pages in national magazines, plus other consumer 

advertising and trade merchandising, California Fruit Growers Exchange is head- 

ing toward the biggest summer campaign in its history, with a budget totaling 

$1,250,000. Vitamin C gets the play in the orange advertising at the left, and 
is mentioned prominently in the lemon copy at the right. 


POSTER TO AID NEW YORK DRIVE 


EVERYBODY « EVERY PAY DAY « 10, 


A { 
~ 3 


This poster, appearing on more than 600 Greater New York panel posters, will help launch the Treasury Department's War 

Bond Pledge Campaign in New York, June 14-24. lt was designed by Herbert Noxon, art director of McCann-Erickson, 

Inc., and will appear in space donated by local companies and by General Outdoor Advertising Co. Samuel Fuson, vice- 

president of Arthur Kudner, Inc., is directing the industry-financed advertising campaign, which will include at least five full 
pages in each of 13 metropolitan newspapers. 


ec $n ba Np Pg i ia» ee ils Dir eC ie) a sie | he fede oh ; SN Hy tetsl soe ap sh i ry ii sxe oe i Lf on, a Pit a Pe z a. See Pgh. : 
P ba xe : ee 5 See oe Ae - Te Bi Pie te ete Ne ey St ge es a : » ae es “xe eR y a a Be, hae 2 ie 0 z ete ' ee #9 . ey ha “ ae ss: ie ’ 
‘ #4 ; . J 
a a : 
Tt > eit ee 
“ a * sa, Sa bac Y ; <a Fie = . . i Been — es, us 
2) ee oe . ss 
~ = ae < Ss = Ss 2 >. ie i 
Se + eon ~ ey _ . + ’ : : d SS ; ¥ ‘p> iene f . er * be 
> e ae z: , — Se 2 ee : hi iin. 
So ae + i ~ . > =n ee 
. a , morn SN - 4 . jie , ‘ 4 - y > ; a Seen es Ue ‘ : 
oy me oe Ne oe 4 = \ » Saco ron 7 2 ee 
eS é- 8 Se ; — eee | : 4 a Koes oe = ¢ Ps : “aes 1 Pa ki ee 
a a * — Sai(4 NA al Sid fi «s. = ee 2 ~<a ‘a 30) PE Se Bog: 
: mS ‘ s ee S's Beas 5a Bee af te fa ae. 
ae COT SF Ae ta 4> aes 
SEX ~— > a - aa a Sa ee ‘ . F - ee : 
wee Sy “ ? \ ae ai —_—— | 
4 7 — Tos z Kis Alig . eee “4 ea a, i 
. i , (9 ¢ i Pai 
"S. Bt ea ee “Sa a il 
Witch te eS = oy a: mea | 
Z i <a | Fa a Pre 
bab eS es 
. _ ae . a =e 
: Ry Beer 
. eee 
a ne 2? f ie a 
4 ; ee ee «4 3 yt So . . - , e: 
o. , “ ¥ ; * } ae £ > bay - 
4 } : 2 " : '’ é ' 4 
> ’ uf : + Ba LBs ast ae 2 SS = > > i 
“a — ac Bh Tey a ; , f —> .. 
es an - 74 : bets, — ee i us x SS =. ee 7 
. —— i... yal > * ae vs ES ¥ = Fs 4 we emma: 
ea , Tr Pye. id Mi an 33, — ee ‘ bet ee, uy =~ ‘ a . we om “ x 
ee ee en er ban \} ts Al Gummi oe 
M as ie Se ei eae | ee wn ; a fe a. , ' | ae yr i ee a as a 
y —e Ear ~¢ eran.2 ee 5 Os a a re ‘ ; ae : 4 
P List se. gi aes PF - F 2 a ‘pet ‘a : el i 
a : ea. © . ae ~% bs 4 oe a ¢ ZA : ; — eo. Sen ee “ 
te : | 4 ' » aoe) ¢ “ % - : ‘ee 5 7 ie, % ‘ ; ? 
f eae arte 3 J F a4 ” ke bo ae ] 1 — S K 4 a = . : 
. er died ae . anne = | bof » 
’ on q ¥ fi a = = i - .- - « r 
, —_* , ' : } ( ra bs ‘ La 
wt " \ we a ee 
: y 7. ee 
d , = mee 
1s te» a 4 , — eee 
if ‘= ere 2e : ree ' ees 
: Se Ie'sa “War of Survival” — 
re 7, F . oi i. 
od : Oe ee a a ° A F * 
: rice or ale ew : . | = ™! " 24 is 
s- bs, SK i ' eo IS LESS Ae ie Sapcrang a a ea af oe 
> " ‘ ies ee / _ Ps : at a . a ¥ i a we 
ce oe Pe 2% MFRICERATION Fe ait eet ae = ; ij nia’ ee 
ad ' | Mee ‘Eel COOK i” ; x :3 m4 2 we Se aoe wee) Hoon lant ny Mes stab 
a %, - (teas S tout as”. on r Peorte’ reve meee ‘ i ve 
ly \ a  — Am sas ce Cee) at MEN ee ms on pees 
\ , r v me S| —— on ' >. “ , 7 a @ ‘ 
ns o —< ” —_ _ J | " E vx ” - 4 
‘Ly v i ~ ee a gti -- . ' 4 N- + eee 
ut a é oe Ry 7 oe — ia Teo ee = = 
, ' aan or ae - ’ ag : ‘ Aart, oo 
en »s . — 2 ae oe is Le j a ay “? 
a”, Ste ss q . Be oe 
‘ e (s “sf Bees | nt ts ; 7 
_ << ——aXx— a: | — le ee. 
b- a a a a oa | a 
ns, = ss , — es . ‘ mee 
al i ee enateasine 1 ————— ee 
at eae 
| a ae o- 
on, nee 
- = = 
< aie 
' ae 
a _ = , ; 7 
1% ' ; a a . . 7- ——_ 
\ ; a PS : tien 
9 » . a r 2 
é = > i ae ‘ ee NaS a: 
P = ’ * , 5 if gee A : 
f ae - ty ~ ‘ , as ba 4 : 
i; = et ‘ : * mf Not é aS . : _ 
: , 4, Fr bh i asia 
‘ ¥ oe —_ J wb =” 109 og . ee oo 
: ' “hos a. 2 es ee EES i: - bi 
a ae “see ee eee me i¢: ieee - 
4 ah i eee ae a + ~ = Lay ; we am 2 — 
i as ’ _. zl kt P pus 
F <u =; >. na Sie * ‘ : : wr, . ho se 
; T bd ae 4 . ee aa iG) ; ay ig 4 — 2 . ¥ - > oo 
‘ ‘ a a bh . - 5 we ee 
} - ‘ e ih ‘c ; P . Fad — Z i “e 
; ee ee 
Co eee Ee ae ieee oe iM. Teen SAN” RS ee SO i a eS wach ol MS ta a eee ee reel eee Se a ee ee) ae eee SE at 


3: 2 ty Mae te 7 ks gga” seca re Es eoceee 
ie & aoe 9 Bs; pif ye TLS “ae 


June 8, 1942 


, THE BRANHAM COMPANY, National Advertising Representatives 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 


ake no little plans” 


To you they are sons, friends, brothers 
... khaki groups on street corners ...moving 
columns, parades, divisions on paper, casualty 
lists... But in those distant outlandish lands 
where our new Armies go, to millions of 
people poor and underprivileged beyond our 
imagining ... the least American soldier is a 
fabulous creature, product of the democratic 
way of life, inspiration to the lesser peoples 
... To the world today we send not merely 
troops but teachers, not alone force, but faith 
and hope! .. . Remember as well, that every 
soldier is an advertisement for American 
goods, methods and customs . . . to help 
expand our markets for the next hundred 
years... For America in war and the peace 
that follows ...“make no little plans”... 

In Chicago, too, is new democracy ina 
new newspaper made by no little plans... 
Born big, The Sun serves Chicago with all the 
news, impartial and unbiased . . . reporting 
better and with better understanding the 
War, the home front, and Washington ... 
keeping news and opinion carefully separate 
... with better features, service departments, 
entertainment ... And supported by both the 
public and business of Chicago as was no new 
newspaper anywhere... Today the Chicago 
Sun is a major medium, in America’s second 
urban market... giving advertising a better 
opportunity in a better setting to a better 
disposed audience ... For Chicago, now and 
in the future .. .“make no little plans” and 


make The Sun part of any plans you make! ... 


CHICAGO SUN 


an = _ FS 8 


a5.) =— 


—_ a 


7 = 
an 
si 

ee 32 ADVERTISING AGE | 
: ae Sn sh Sa nn : _ _ as ~~ —e — — 

+= : ——e 

Pe 4 P 
Jase a fo * ee } 

, | - — Vy 

mae re : Al ~~ ‘ .” 
% i 7 a pees ee see 

ane : — + i* 

ae , - 29 pie a ey. , i 

a : | a ff & — ce are E. cinch P “ 

@ = } ” Lz! ae ba Ae db ty 
“ig | / te i. er al 

oe 4 is jut. 2 ye in alata 0 
mee —. 4 ‘het , a" 2. aa sal , -- 

me aes of = y “fs : . af a ’ » Pe ” Ls . ; . a? oo ee ° . — antes hee mec cit Pe ™ - co te ' “a 
ahi | ae g om — ee om: 
ore TE , —_ R a , L 

a - F ~~ * - . ™ 

eee . i P , »~ & 3 x ' it i 

Nan ~igpee’, ‘> ? . — yw» ie At = TN g ver 

_ ese ~~ wr. Pd a a “ 3 j . , e a * 4 : ’ * ¥ x } son 
"% i ame as 4 ; Py ™ 5 4 ; wes oj a a . . . 

‘ton . . . - Be’ . P D _ a .*, 2 . Y Ss ee i : < 

aa te ; ~~ J * , ' fd é . De : ‘ Z — * < ; a £ . Pay, « ww 4 + ri 
i >, 85 , } , ms. f * oh * Per toe ye my , ane ier ; >, a ; : ‘ - ut 

ty es : Wf 4 5 ‘ a = wk a as H te eo 4 “ef — 7 ES SES ~~ = Ivo 

‘a J i ll des Cae, Yan a SS sa 7a. — ) (ye sur 

; “ae 4 ; \e ‘ et 9 ‘ 2 Fed : ee r ie P »  fSeanate ¥ ms % x : él fo ne\ 
_—_ # a v. £3 |. 2 a . ' ae wo “Fe wo ent 
; 7" fe . 7 . : a - 4 ; «Ay ares f* Se op War oe oe ai _ en Binet gor 
a % , * so m » » ~~ ‘ c : YS A e : 

nd i new 7 We \ 7 ‘tae ; . = H $ AY a Nao edi f ~ ™~™ _ 
os a | : 4 |S ead st 
a ae ee iF ea rt Pi “a - Seon | ee > a 
. a a ,* 3 YY iia : ‘ _ ; 4 es ] 
; <= 7? ~~ | , if a j = 
i * -_  -» \ . | oe ee i tt . we 
Neen Vee % ie - wf . P. si ba , s 

a ’ > ? “% s fs <3 ma 

EE og’ aa “4 el} | I 

as ’ 2 : bad = of * sel 
— ; a % * Bo - ‘ 
m ‘. ta : ~ ' . “W 
: ‘. ' F << i j y 2 » fost \ ard 
‘ & Be \ ye J ae : fr asl 
{ 4 sty be Pe a a 
: -. ; f . fm? ad: 
A ~~ fe , a j , 4 ai J - ;' “ 

Ras il iaiaas ; ' i ’ po: ” iil . thi 
ih i ; “2 ee . ms 

ee o pm a} ; ; % . ree ; e ‘ . 

ii ee ec " , tS 
eh — Fk tate ( - “ps ne i a — : a ‘ a 
pil Be a. ee eS 4 fy’ ae / es 

i; fa 1 7 i a” ei, “te ‘ tr * ta ne 
: > (ae . | BE 
es wir “ a ' Deg ve 
ier “ : : ‘ Pie en : : % my 
ei wee * , Su er ae : : > ge > =e 
wee! ei a me ie ~ a or : 

. | ae , ae 
ae : : q t es cons eo - S om, = 4 te ee 
j ae £ : ‘an nm —. oa i A . Sa S a " 
; as by ye fi 5 F ve Caue oF " a a i <i oe, hi 

bist hae oem “ ‘i > ‘ ; f Pi) a 7 * ss ; . ae ré 

Rae ae . sii ee : af : F . 4 ne 

i > ri ‘ te "ieee ‘ Ee Sie a - < ., : * — 
ee | ‘ a _ . ie : : 4 a Be 4 we wi oa 

ne. — —" Mi -— 4 - eS 
eo 9 [= if, - — - | ‘<< of 
sen et ' ¥ — - : i : _ ? 4 é . 

‘ « a 7 ee ‘ " ; « _ j " ’ “ee ye 
= - a 4 9 if ; : ue s a . a 
ai: ie. — ' 7 “ ££ P: ; x . = . all * : 

"" Fe | : * y a [ » ] ho a ' & 
meat | Raagg Paid & aa ; ; j a “a  .. 4 ee < 

an i oe oe | j . Soe ae aia 

= | 4 a : | | ORE Mg 

Fer irg ; rE | a oo ie - ~ < : r ; p } el « } ' ; gi 

0 ah tee sl ¥ : | e Ms > a & : ° Re ; 5 : a a fF ; » a tl 

eae q a | x , eo ee \ a. 

AC! a i - % ee Te . 7 - ; 2 ‘ a 
ie al . Se 7 # 

: ms ; wm : ' ' ; 

— by ry. a 4 
; 3 oa F 4 a. a a * e 
a he / sud , 

pei. » ae ah , te 

x | f “| - : ~ a fe . 4 sa Cx n 
. a : ee ‘ : i 
ee Pa e 
F ad a q J . =, 3 
i Ree * ae a a < 
"7 Pg ‘ ‘ me ee a fg 7 
; ’ * . fa ~ 
es : , 4 ; ! 
. a — yy 
; é : ; 
7 = 4 . hit . a, ~~ j 
. y ron . ae 
rs i, a aan % Re ha 

Ae ee J ll a " ca ; 

‘aaa & an aa 

= . mere er wr 
: ¥” pee ‘ 'S : ry ) 

¢ hi bo > ; 
ee oy | 
‘ a, € . | 
Y 
— r. ’ 

<a ° et “ys 

ide wee - 
ae a ; 

sete - -z P 
:; 
Oe eo ee Pee See SR eae eee eee Tee Ck) Se eee PE Se ee eee ae re ee Ce of eg See ee” SS ee ee Fare oak ea 


